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Few Cigaret Smokers Smoke Brand 
Whose Advertising They Like Best 


AA Check Discloses 
Minority Dislikes 
All Cigaret Ads 


Cuicaco, Aug. 23—Three out of 
four cigaret smokers do not smoke 
the brand whose advertising they 
like most. 

Eight per cent actually smoke 
the brand whose advertising .they 
consider the worst. 

Thus, two out of three do not 
smoke the brand whose advertis- 
ing they either like or dislike. 

These facts turned up in an in- 
quiring reporter check by ADVER- 
TISING AGE here this week. 


Curious about people’s attitudes | 


toward cigaret advertising and the 
effect of that attitude on their cig- 
aret purchases, AA reporters sta- 


tioned themselves at the intersec- | 


tion of Michigan Ave. and Chicago 
Ave. here and asked 100 passers- 
by five questions: 


s 1. What cigaret’s advertising do 
you like best? 

2. What cigaret’s advertising do 
you like least? 

3. What brand of cigarets are 
you carrying at the present time? 

4. Have you changed your brand 
in the past six months? If so, what 
was the name of the brand you 
previously smoked? 

5. What do you look for in a 
cigaret? 


e The final tally shows that Lucky 
Strike advertising is the favorite 
by far, with Old Gold in second 
place. Of the 100 persons queried 


by AA, 76 mentioned a brand 
whose advertising they “liked 
best.” Seventeen said that they 


didn’t like any cigaret advertising 
(Continued on Page 67) 


Coupon Redemption | ; 


Fraud Developing 


into Major Racket 


New York, Aug. 23—Intercept- 
ing and cashing redeemable cou- 
pons intended for housewives is 
becoming a major racket. Several 
new instances of mail fraud are 
being investigated by postal au- 
thorities, and two recent cases in- 
volving Procter & Gamble Co. and 
Seeman Bros. have been broken 
wide open. 

The Seeman case (AA, May 21) 
apparently is the pattern followed 


{in most of the others now under 


investigation, AA has learned. In 
that case postal authorities here 
arrested a letter carrier, a news- 
paper distributor and a retail gro- 


|cer as participants in an attempt 


to defraud Seeman, which had 


| mailed 4,500,000 coupons to house- 


HALF CARS—This unusual layout is used 

in the current Saturday Evening Post by 

Thompson Products, Cleveland, to im- | 

press readers that it makes auto (and 

airplane) parts. Griswold-Eshleman han- 
dies the account. 


| 


Duane Jones Agency 
Fireworks Continue; | 
May Lose Manhattan 


New YorK, Aug. 24—The up- 
heaval at Duane Jones Co., which 
saw five big wheels fired and an- 
other executive resign following 
the return of Mr. Jones to the 
agency (AA, Aug. 20), resulted in 
more fireworks this week. 

Joseph Scheideler, v.p. and 
agency director—described as the 
key man in the group that Mr. 
Jones said served him with an ul- 
timaium to sell the agency “or else” 
—has tendered his resignation, ef- 
fective Sept. 2. 

It was believed that Mr. Scheid- 

(Continued on Page 4) 


wives in metropolitan New York 
and sections of Connecticut and 
Pennsylvania (AA, April 16). 

The coupons had a redemption 
value of 21¢, offering housewives 
a box of 16 White Rose tea bags 
with the purchase of a pound of 
White Rose coffee. 

Postal authorities were reported 
to have found 10,000 coupon cards 
in the possession of Sam Salzinger, 
a Brooklyn grocer. They charged 
Francis V. Galletti, a letter car- 
rier, with stealing cards and sell- 
ing them to Morris Schneider, a 
newspaper distributor, for 8¢ each. 
Schneider is alleged to have 
passed the cards to Salzinger for 
9¢ each, and he in turn is alleged 
to have sold the cards to other 
grocers at 13¢. The grocers then 
submitted the cards to Seeman 
Bros. at 21¢ per card. 


es The case is still pending, AA 
learned this week, but no date for 
trial has been set. 
Last week postal inspectors 
arrested four persons, including a 
(Continued on Page 68) 
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FIRST IN A SERIES—This Ramsey Corp. 
2-color, full-page ad in the Sept. 3 is- 
sue of Life is the initial announcement in 
what is said to be the first series of full- 
page ads ever sponsored in Life by a 
ring manufacturer. Van Auken, Ragland 
& Stevens, Chicago, is the St. Lovis man- 
ufacturer’s agency. 


Magazines, TV 
Lead Media in 
1951 Ad Gains 


P&G Goes Further Ahead 
to Lead Top Advertisers 
in PIB Half-Year Report 


New York, Aug. 21—Advertisers 
in magazines, farm magazines, 
newspaper supplements, network 
radio and television spent $29,964,- 
755 more in the first half of 1951 
than im 1950’s first half, a gain of 
14.9%, thanks mostly to TV. 

Publishers’ Information Bureau 
reports the top advertisers spent 
$230,437,088 in the first half of 
‘51 compared with $200,472,333 in 
the comparable period last year. 

(Continued on Page 71) 


Account Changes 
Ruin Summer for 
Agency Execs 


New York, Aug. 23—It looks as 
if the Adman’s Summer is a cas- 
ualty. 

Time was when admen could en- 
| joy the summer—the old man and 
| the client were apt to be in Europe, 
| the members of the plans board 
|; were on their several vacations, 

and the agency box in Yankee 
Stadium was booked weeks in ad- 
| vance. 

| The summer of 1951 shattered 
the idyll; from Memorial Day un- 
til late August, accounts—and big, 
| blue-chip accounts—were swap- 
| ping agencies with the abandon of 
|}a David Harum maddened by hu- 
midity. 

Running a worried eye back 
over the past three months, agen- 
cy men could recall that in June: 

| Nunn Bush shoes switched from 
| Calkins & Holden, Carlock, Mc- 
| Clinton & Smith to W. Earl Both- 
| well Inc.; Hamilton Mfg. Co. went 
|to Earle Ludgin & Co.; Orange 
Crush and Hyde Park Breweries 
Assn. named Erwin, Wasey & Co., 
with Campbell-Mithun and Mc- 
Cann-Erickson the former agen- 
| cies. 

And Bovril went from Victor A. 

| Bennett Co. to Hilton & Riggio; 
Boscul to Lamb & Keen; Necchi 
Sewing Machine Sales Co. switched 
from Joseph Katz Co. to Doyle 
Dane Bernbach; Peck Advertising 
Agency got Coward Shoe; and 
Tatham-Laird received Geo. Wie- 
demann Brewing Co., last handled 
by Strauchen & McKim Advertis- 
ing. 


e In July, the tempo increased: 
Harry B. Cohen Advertising Co. 
(Continued on Page 65) 


Highlights of the Week’s News 


Duquesne Brewing Co. wanted to please every- 
body in Pittsburgh. Net result is a rare potpourri 
of symphony, hillbilly, variety and musical over 

A ae Pe ey Page 2 


WDTV. It works too 


Most companies give their product away when 
they go out of business. Ben-Gee Products de- 
cided to give $75,000 away before selling its new 
Ben-Gee Ben Sprout balm 


To hear the Broadcast Ad Bureau people tell it, 
one would think that BAB has about decided “all 
business is local.” However, its new presenta- 
ion indicates radio will be strongly competi- 


ent at least. Miller Brewing Co. wins its court 
fight with Blatz over the latter’s new bot- 
Ee tee Ee de elim waineee Page 18 
An income of $5,000 a year isn’t anything to get 
excited about anymore, according to a Federal 
Reserve Board study. Seems a “spending unit” 
now needs $6,210 to crack the top 10% . .Page 20 
If you're involved in special promotional weeks or 
days, you'll be interested in what non-metro- 
politan newspaper publishers think of them. Big 
surprise is the name of the special week that tops 
ie NTI BUTE on 2c cnc ccc vieccas Page 26 


Howard Monk, Rockford, Ill, agency head, has a 
great many pieces of equipment in his offices 
that larger agencies have, and he has one thing 
they don’t. It’s an agency airplane. His execu- 
tives have found a lot of use for it in the past 
two years 


Cunningham & Walsh has turned its microscope on 
Videotown for the fourth time, finds that some 
of the two-set TV families are cannibalizing 
their old sets. And TV set usage is off ...Page 61 

Audograph’s new ad manager, Perry Cabot, hypoes 
the company’s advertising, renews the accent 
on direct mail. Results? Sales this year so far are 
is re GE Be viv nscccancvcsncedes Page 62 

Independent Grocers’ Alliance celebrates its 25th 
anniversary with sales second only to A&P. AA 
takes a look at several of the voluntary food 
store groups 
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Last Minute 


News Flashes 


Bothwell Names Sponsel Executive V. P. 


New York, Aug. 24—Kenath T. 


Sponsel, formerly v. p. and account 


supervisor of Foote, Cone & Belding, has joined W. Earl Bothwell Inc. 
as executive v. p. for all offices. Before joining FC&B Mr. Sponsel was 
executive v.p. of Hill Blackett Co. and before that he was a v.p. 
of Blackett-Sample-Hummert. Frank A Kearney continues as senior 


executive v. p. of Bothwell. 


Armstrong-Norwalk to Humphrey, Alley 

Norwa Lk, Conn., Aug. 24—Armstrong-Norwalk Rubber Corp., a new 
company resulting from the purchase of Norwalk Rubber Co. by Arm- 
strong Rubber Co., West Haven, Conn., has named H. B. Humphrey, 


Alley & Richards, New York, to 


handle its advertising. Maxon Inc. 


will continue on the Armstrong rubber account. 


McPherrin May Become ‘American’ Publisher 

New York, Aug. 24—Crowell-Collier Publishing Co. will reportedly 
announce next week the appointment of John W. McPherrin as pub- 
lisher of American Magazine and a v.p. Mr. McPherrin, who was re- 
cently named an associate publisher of Cosmopolitan, previously was 


editor of American Druggist and 
Thomas. 


an account executive with Lord & 


‘Better Design’ to Bow in November 


New York, Aug. 24—Better Design, a new monthly directed at re- 
tailers in the home furnishings field, will appear in November. Harry 
V. Anderson, editor and publisher of Interior Design & Decoration, 
holds the same post on the new magazine. Paul A. Lucas, formerly 
eastern manager of Specialty Salesmen Magazine, has been named ad 
manager. Ad rates have not been determined. 


(Additional News Flashes on Page 69) 
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Four Shows in One Is Duquesne’s Way 
of Using TV in Single-Station City 


Many Show Preferences 
Satisfied by Brewer's 
Device in Pittsburgh 


PirtsBuRGH, Aug. 22—What do 
you do when you're an agency 
television producer, in a one- 
channel city, with 
wants to cover the entire market 
with but one hour a week? 


Very simple. You combine a 
symphony program, a musical 
show, a hillbilly session and a 
variety show and you _ produce 


each one on a four-week cycle. 
That’s what Victor I. Maitland, 
v.p. of Walker & Downing adver- 
tising agency, did for his client, 
Duquesne Brewing Co. of this city. 
Duquesne had signed for the 
Wednesday night 8-9 p.m. spot on 
WDTV, DuMont (and only) outlet 


a client who} 


{in this city. Whether you're an 
employe of the local milk com- 
pany or president of the local steel 
combine, chances are you drink 
beer, and Duquesne was interested 
in getting all the potential audience 
to view its weekly effort. 


@ One type of show, aimed at 
the broadest possible audience, 
was feasible but not good enough. 
To do the job, “Duquesne Show- 
time” was devised, with its four- 
week cycle, each weekly show 
aimed at the likes of a particular 
type of audience. 

“Showtime” started in February, 
preceded by a six-week advertis- 
ing barrage for all four shows. 
When the current season ended and 
the program took a summer hia- 
tus, 5,000 ticket requests were still 
unfilled, Mr. Maitland proudly 


points out. 

First in the cycle is the “Du- 
quesne Synfonetta,” for which Du- 
quesne hired the Pittsburgh Sym- 
phony orchestra and its conductor. 
This in itself is unusual, because 
ordinarily one thinks of the Scotch 
and soda set rather than the beer 
guzzlers as being symphony fare. 


e The following week, “Welcome 
Aboard,” a Show Boat type of 
musical, presided over by Kyle 
MacDonnell and featuring guests 
like Morey Amsterdam, hits the 
screen. 

For the. third part, the “Du- 
quesne Dude Ranch” with Slim 
Bryant and the NBC Wildcats, 
with Burl Ives, and Tennessee 
Ernie or other guests, entertain 
the smokey city’s square dance en- 
thusiasts. 

Completing the monthly cycle 
is “Duquesne Starlight Room,” a 
“Toast of the Town” type of vari- 
ety show featuring all name talent. 
Harold V. Cohen, drama critic and 
columnist for the Pittsburgh Post 
Gazette, handles the emceeing 
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“Let it alone, Dear. I'm making big money now selling a statewide market 
of 2'/ million people through the Des Moines Sunday Register.” 


Rainbow riches aren't much compared to the real pickings in 


the golden state of lowa! 


It's the jackpot of all farm markets . . . away up there as an 
urban market, outspending big Boston, Cleveland and other 


lush markets. 


Total income for this statewide market of 242 million 
people—a whopping 5 billion dollars per year. 


The remarkable feature about 


this super sales picture is the 


downright ease and economy of selling it—through the Des 


Moines Sunday Register. This great newspaper blankets the 


state—delivers 50% to 100% family coverage in 79 of the 99 
counties; at least 21% in the few others. It’s your invitation 


into 2 
pleasant $1.76. 


out of 3 of all lowa family homes! Milline rate a 


PACKAGES A STATEWIDE URBAN 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


ABC CIRCULATION March 31, 1951: 


Daily, 374,303—Sunday, 540,836 


THE DES MOINES REGISTER ann TRIBUNE 


Gardner Cowles, President 


Represented by: 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 


Doyle & Hawley—Los Angeles, San Francisco 
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1,000,000 HAVE SEEN 


cribed in this 1'2-page ad in the current 


in 


1T—Corning Gloss 


™ 


ed 


CORNING 
moons esearch im ghee 


Works’ 
1,000,000 people have visited since it opened May 19 (AA, Aug. 20), is des- 


new Glass Center, which 


Saturday Evening Post and the October 


National Geographic Magazine. Young & Rubicam placed this copy. 


here. 

The only visibly similar aspect 
of all four shows is the opening, 
and closing. However, the same di- | 
rector, producer and choreographer 
are used. The leading personality 
of the following week’s fare puts 
in an appearance at the end of 
each program, tying-in the pro- 
ceedings the following week. 


s Aside from the emcees, talent 
varies constantly, eliminating pos- 
sibilities of salary prima donnas— 
one of the reasons that costs on 
“Duquesne Showtime” compare 
very favorably with those of rou- 


tine weekly shows. 

While he won't give figures, 
producer Maitland says he can 
build four different types of shows 
for the same cost as four single 
efforts of one type. This is the 
first time a program of this nature 
has ever been done, according to 
Mr. Maitland. 

Commercials, while they are al! 
musical, are in keeping with the 
weekly format and none of them 
are straight sell. 

In the “Starlight Room” a typi- 
cal commercial shows a waiter ap- 
proaching a table with you-know- 
what on his tray. For “Welcome 
Aboard” the plug is nautical, 
catching the spirit of a popular 
song. On “Dude Ranch” it’s a 
square dance, naturally, and for 


“Synfonetta” the producer literally 
sneaks a commercial into an opera 
box. 


s “Duquesne Showtime” does lose 
a certain amount of audience over 
a three-week period—that part 
which goes for only one part of 
the cycle. But Mr. Maitland feels 
that this is more than counter- 
acted by the segment which tunes 
into one part and then stays for the 
three other parts in the cycle, for 
one reason or another. 

The format makes things much 
easier on the agency staff, too, be- 
cause the show doesn’t become a 
case where the director, producer, 
et al, must sweat out new weekly 
gimmicks to a stereotype program. 

Mr. Maitland has an idea that 
is likely to loom large in the future 
plans of television advertisers. 


WNBQ Sells Telecasts 

R. J. Reynolds Tobacco Co., 
Winston-Salem, N. C., has bought 
three hours weekly on TV Station 
WNBQ, Chicago, for feature film 
presentations. The one-year con- 
tract for Camels was placed by 
William Esty Co., New York. The 
station has also sold the 10-minute 
“Weatherman” telecast, Wednes- 
days and Fridays at 5:35 p.m., 
CDT, to Campbell Cereal Co., 
Minneapolis (Malt-O-Meal), 
through Campbell-Mithun. 


ROP Color 


figures in your clients 
advertising plans- 


get this new 


free report on 


mechanical requirements! 


*Run-of-paper 


SAN FRANCISCO + American Electrotype Div 
INDIANAPOLIS + Advance independent Electrotype Div. 
ELKHART + Advance independent Electrotype Div. 


NEW HAVEN + New Hoven Electrotype Div. 


Lake Shore 


ELECTROTYPE CO. 
1224 W. VAN BUREN ST. + CHICAGO 7, ILL. 
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FREO CHANCE 


The human veice, we kind of think... has more warmth than printers’ ink 


When you're trying to clinch a sale, you send a 
salesman. And that salesman uses the magnetic, persua- 
sive power of the human voice. 

So does radio. No other truly national medium 
persuades like radio because none other uses human- 
voice selling. 

And NBC has a low cost advertising plan—‘‘Tan- 
dem”’—with which you can talk to 23,495,000 different 
people each week. 

There are other ways to reach 2314 million people, 
but look at the costs! If you sent a penny post card to 
each of Tandem’s listeners, it would cost $234,950. 
Unreasonable? Of course. 

Using magazines would be more realistic. You 
could reach 2315 million people with a black and white 
page in one issue of Life, Saturday Evening Post, Look, 
Collier’s, Woman’s Home Companion and McCall's. 
That schedule would cost you $79,685 — over 21 times 
Tandem’s tab. 

How about television? Good medium. If you 
bought 4 average evening television shows, you could 
scare up 2314 million people. Your TV time cost alone 
would be $60,000. But with Tandem you can talk to 
them for only $28,000. This $28,000 buys sponsorship 
of five of Tandem’s seven successful shows. 


Here is the Tandem list: 


THE BIG SHOW — Tallulah Bankhead, Fred Allen, 
Jimmy Durante ... everybody who’s anybody in show 
business 


BOSTON POPS — World’s most famous concert 
orchestra 

SCREEN DIRECTORS’ PLAYHOUSE — Hollywood's 
finest films — with original stars 

WILLIAM GARGAN - Veterar’ radio private eye 
stars in a fast-moving new mystery 

MR. KEEN, TRACER OF LOST PERSONS - One of 
radio’s top-rated mysteries 

DUFFY’S TAVERN — With Archie (Ed Gardner). 
Duffy ain’t here — but the laughs always are 


THE MAGNIFICENT MONTAGUE ~ Viperish satirist 
Monty Woolley in one of radio’s most unique comedy 
shows 


The fact is that no other way of advertising can 
even approach the economy of NBC’s Tandem. 
Not sold yet? Well, that sort of proves our point. 
How about letting us give you our story with the aid 
of the human voice instead of just cold type? 
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Great Northern Hikes Newsprint $10 a Ton 


New York, Aug. 23—Great 
Northern Paper Co., largest U. S. 
newsprint producer, has  an- 
nounced a price increase of $10 a 
ton on newsprint, effective Sept 
1. This will make its price for 
newsprint $115 a ton delivered in 
New York 

The price of all Canadian mills 
was advanced $10 a ton on July 1, 
to $116 here. Crown-Zellerbach 
Corp. made a $10 advance Aug. 1, 
to $116. Coosa River went up $5 
Aug. 1, to $111, and has filed with 
OPS for another $5 rise. Inland 
Paper Co. and Washington State 
upped their prices $10 Aug. 15, to 
$116 

As reported a week ago, the pa- 
per market continues quiet, with 


When you 
need 


RECENT 
BIRTH 
LISTS 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 years 
90 Fifth Ave., New York 11 
OR 5-3523 


relatively little trading. The pres- 
sure for odd lot shipments had 
abated noticeably during the past 
few weeks, both for newsprint and 
book paper. 


@ Observers in the local market 
are encouraged by the announce- 
ment today by Freeport Sulphur 
Co. that it has tapped a new sul- 
phur deposit in Louisiana, at the 
mouth of the Mississippi, which is 
expected to produce 500,000 tons 
of sulphur annually. 

The company will invest $10,- 
000,000 in development. Half of 
the profits will go to the Texas 
Co., from which Freeport acquired 
rights to the sulphur dome over a 
new gulf oil development now be- 
ing worked by the oil company. 

The sulphur shortage has been a 
matter of concern to paper manu- 
facturers and others, ever since 
the present defense emergency 
started. This new source of sul- 
,phur, it is said, will relieve the 
present shortage for several years 

| to come. 


Duane Jones Agency 
Fireworks Continue; 
May Lose Manhattan 


(Continued from Page 1) 
eler, account executive on the Man- 
hattan Soap Co. business, would 
take that account with him and 
form a new agency. However, re- 
ports had two already established 
agencies pitching for the Manhat- 
tan billing. 


@ Should Mr. Scheideler form a 
new agency, expectations were that 
he would be joined by Paul Wer- 
ner, v.p. and director at Duane 
Jones, and Joseph Beck, discharged 
by Mr. Jones from his post as ac- 
count executive. With Mr. Wer- 
ner and Mr. Beck, it is believed, 
would go the Hudson Pulp & Pa- 
per Co., Borden Co. and G. F. 
Heublein & Bro 

However, a Borden official told 
AA today that “there is absolute- 
ly no truth” to reports that Borden 
had notified the Duane Jones Co. 
in writing that it intended to pull 


out. “We will make no decision un- 
til we learn what the full setup 
will be at the Jones company,” the 
Borden man said. 


s Secretaries told AA the men 
were “unavailable,” though one 
executive left the message that he 


would be willing to talk next Mon- | 


day. As nearly as can be deter- 
mined, Manhattan Soap (Sweet- 
heart toilet soap and Blu-White 
flakes); Borden (Hemo and In- 
stant Mix hot chocolate); Hudson 
Pulp & Paper (facial tissues, nap- 
kins and towels) represent some- 
thing in the neighborhood of one- 
fourth of the Jones agency’s $13,- 
000,000 annual billings. 

Among Duane Jones Co.’s other 
large accounts are the Mennen Co., 
Marlin Firearms (razor blades and 
firearms), International Salt, Wes- 
son Oil & Snowdrift Sales (MFB, 
Tavol, Quik-Blend) and White- 
hall Pharmacal (Hill’s cold tablets, 
Hill’s Cascara Quinine tablets, 
Anacin and Kriptin). 

Mr. Jones told AA today that his 
agency has just snared the MclIl- 
henny Co., Avery Island, La., mak- 
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WORCESTER’S 
“FEATURE PARADE” 


“Feature Parade”, 
Sunday Magazine, is avidly read by over 
100,000 families in THE Central New 


Worcester’s 24 page 


Fifty-two Sundays a 


year, youngsters from 8 to 80 closely 
follow the parade of local stories, articles 
and special features with drawings and 
photographs of familiar scenes and 
faces. “Feature Parade” ’s recounting, for 
instance, of a collection of cylindrical 
phonograph records aroused interest to 
the tune of thousands of letters from all 
over New England, New York and New 


Jersey. 


bh 
° 
RCESTER’s 


Harness this tremendous readership and 
interest for your product in the populous, 
Prosperous. Central New England Mar- 
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of the Sunday Telegram Feature Parade. 
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| er of Tobasco sauce, as an account. 
The business formerly was handled 
by the Fitzgerald Advertising 
Agency, New Orleans. Mr. Jones 
added that possibly one or two 
more new accounts will be an- 
| nounced shortly. 

' 

| @ Commenting on Mr. Scheideler’s 
| resignation, the agency head said 
| he hasn't yet accepted it and that 
he will take a little time before 
determining if he will accept the 
resignation or fire Mr. Scheideler 
“for cause.” 

| According to one member of the 
| group of executives fired by Mr. 
| Jones on his recent return to the 
| agency, the group had offered Mr. 
Jones about $550,000 plus $200,000 
payable at $25,000 yearly for eight 
years for the business. 

The final offer, it was said, 
amounted to about $700,000, plus 
half of 1% of the billing for five 
years. This offer would have come 
close to $1,000,000. 

The spokesman for the group 
said that Mr. Jones declined this 
offer, and held out for half of 1% 
of the billings for ten years. “This 
would have amounted to about 
$1,200,000—which would have 
been way over the net worth of 
the agency, which we figured to 
be about $600,000." 


es On Mr. Jones’ side, it was said 
that the opposition group didn’t 
have the money to buy, at the 
“showdown.” The opposition, on 
the other hand, insisted that, while 
about 50 offers were made in all, 
“we felt that Mr. Jones didn’t have 
any intention of selling after the 
first week of negotiations.” 

Mr. Jones’ version was that the 
group demanded “that I sell them 
my business on their terms within 
48 hours ‘or else.’” 
| Meanwhile, Gerry Martin, di- 
rector of television for the agen- 
cy, told AA that his name had 
been listed in error as among the 
new board of directors appointed 
by Mr. Jones. He said today that 
Mr. Jones hadn’t asked him to be 
a director, that he hadn't been 
consulted about the matter and 
that “I wouldn’t be, if asked.” 
Mr. Martin added that “I don’t 
know if I'm staying with the 
agency.” 


@ Mr. Martin had been named a 
director by Mr. Jones, along with 
Philip Genthner and Eugene Hul- 
shizer, previously account execu- 
tives, and Lawrence J. Leaman, 
treasurer. Mr. Hulshizer also is 
secretary. 

The ousted board of directors 
had included Mr. Scheideler, Mr. 
Werner, Robert Hughes, who was 
fired from his job as copy chief, 
and Donald Gill, who resigned 
(AA, Aug. 20). All these men had 
been v. p.s. 

Mr. Jones, on his return to the 
agency, was elected chairman of 
the board and president, “by re- 
quest of the agency’s clients.” Pre- 
vious occupant of the presidential 
chair was Robert Hayes, who was 
fired also. 

The list of those discharged in- 
|cluded Mr. Hayes, Mr. Hughes, 
Mr. Beck, Lawrence Hubbard, 
|v. p. and director of research, and 
| Philip Brooks, assistant account 
| executive. 


GE Names Farr, Lutz 

J. B. Farr, formerly account ex- 
ecutive of Tradeways Inc., has 
been named sales training mana- 
ger of General Electric Co.’s re- 
ceiver department, Syracuse, N. Y. 
R. M. Lutz, formerly assistant 
supervisor in the department’s cost 
section, has been named super- 
visor of cooperative advertising. 


JUST ASK FOR MARIE: 
Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
graph, mimeograph, addressing or 
mailing job. Quick pick-up and de- 
livery, fast and accurate work, plenty 
of experienced personnel, charges 
always in line. THE LETTER SHOP. 
Inc., 431 S. Dearborn St.. Chicago 5 
Now in our 23rd successful year.) 
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NOW... only 5 cities in the United States* have 
Sunday newspapers with larger circulations than 
the Minneapolis Sunday Tribune 
...more than 615,000 in the Upper Midwest. 


* 

New York 
Chicago 
Los Angeles 
Philadelphia 
Boston 


Minneapolis 
Star and Tribune 


EVENING MORNING AND SUNDAY 
MORE THAN 615,000 SUNDAY + 485,000 DAILY 
John Cowles, President 
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BAB Stresses Local Radio Business 
Problems in Its New Presentation 


“All Business Is Local”—a phrase 
not usually identified with radio. 
For most of the presentation 
deals with local problems, and 
with methods to be employed by 
broadcasters in solving retail dif- 


BAB has lined up some 50 case 
histories, compiled by ARBI. 

(ED. NOTE: ARBI is Advertis- 
ing Research Bureau Inc., a Seat- 
tle research company whose work 
was first reported in AA May 22, 
1950. Its reports, based on examin- 
ation of shoppers, have been wide- 
ly cited by radio people, and heavi- 
ly criticized in the newspaper 
field.) 


@ These 50 studies comprise a sec- 


ers,” and represent studies made | 
by ARBI in small stores and large. 
They show (1) that traffic and 
sales are directly attributable to 
advertising—some 68.5% of traffic 
and 73.3% of sales can be charged 
to advertising; (2) how media in- 
fluenced traffic and sales. BAB 
will provide a sales manual to go 
along with these studies, showing 
sales managers how to employ the 
data. 

Otherwise, BAB'’s presentation 
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ganization offers in the way of 
services: cooperative advertising 
cards, direct mail, retail service 
bulletin, success stories and case 
histories (abetted by National 
Retail Dry Goods Assn.’s book on 
the same subject for its members), 
trouble shooting (as evidenced by 
its hassle with the Bureau of Ad- 
vertising over what did happen in 
Pittsburgh during the newspaper 
strike), library services, digests of 
speeches and a sales bulletin. 


—_ 

New York, Aug. 22—The Broad- 
cast Advertising Bureau unveiled 
its new presentation, “Brass Tacks 
and Bright Futures,” at a press 
showing today, and left the re- 

: porters with a strong impression 
: that BAB also has decided that ficulties. To assist broadcasters, 
¥. 

»~ 

4 


tion entitled “Count Your Custom- 


bears heavily on what the new or- 


() N MONDAY, July 16, three days 
after Kansas City felt the full impact of 
the rampaging Kaw and Missouri Rivers, 
The Omaha World-Herald said in a front 
page announcement: 


“In the belief that our readers would 
wish to throw out a tow-line, we are 
starting a fund today for the relief of 
our flood-stricken neighbors.” 


The next day money started pouring in. 


It came from big business and small 
business, firemen and policemen, profes- 
sional men and workers, the wealthy and 
the poor. 


® Cambridge, Nebraska, a town of 1,352 
people, which itself was flooded in 1947 
and received a fund of 58 thousand dol- 
lars from World-Herald readers, sent 
$6,004. That was nearly $5 for every man 
woman, and child. 


® Children in Superior, Nebraska, gave a 
backyard circus which raised $11.67. 


@H. B. Ewall, an Omahan, wrote: “Most 
of us will agree that The World-Herald 
always is in the lead for worthwhile 
causes, and your action toward our 
stricken neighbors and friends in Kan- 
sas and Missouri is no exception. My 


You Can't Beat People 


check for $25 may look small but it is 
all I have right now.” 


® An Omaha mother said: “Here is a 
dollar for the fund. I know it isn’t much, 
but I have a new baby and she takes 
most of our extra money. Maybe this 
will buy some milk for someone else’s 
baby.” 


@A reader in Butte, Nebraska, com- 
mented: “We know The World-Herald 
will see that this money is put to the 
best possible use.” 


@And as he watched the rescue opera- 
tions being carried on in the Kaw Val- 
ley, George Mears, Red Cross Disaster 
Chairman for the Kansas City area, said: 
“The World-Herald fund has been a 
shot in the arm to the exhausted flood 
victims and workers. Thank God for 
our neighbors to the North. Words can- 
not express how much we appreciate 
what they are doing.” 


On August 17, the fund had reached a 
total of $107,352. Contributions had 
come from 360 towns in Nebraska and 
Western Iowa, from 14 other states, and 
from servicemen in Korea. There had 
been more than 4,225 contributors. 


You can’t beat people — especially 
World-Herald readers. 


Omaha World-Herald 


“In the Service of the People" 


O'MARA & ORMSBEE, National Representatives, 
New York, Chicago, Detroit, Los Angeles, San Francisco 


s The national part of BAB’s pro- 
motion, while obviously important, 
| is still very general. BAB points to 
|the campaigns now being run by 
| networks in business papers, and 
|emphasizes that the balance rests 
| with BAB. As to whether BAB will 
buy space to sell the story of ra- 
dio, or whether the networks and 
}representatives will continue to 
carry the load, there is now no 
clear answer. 

Of the stations which are sup- 
porting BAB (which now gets 30% 
of their National Assn. of Radio 
|and Television Broadcasters dues) 
|/none has withdrawn, President 
William B. Ryan said. He empha- 
| sized that the dues structure is to 
| be changed to one-half of the 
| hourly rate for one month, and 
| that BAB will ask for continuance 
;}commitment pledges at NARTB 
| district meetings, the first of which 
| will be held this Friday in Roan- 
oke, Va. 
| 


|g As for BAB’s needs, Mr. Ryan 
| simply breaks them down to this— 
/a local promotion division, a na- 
|tional promotion division and a 
field staff. BAB now has 16 people 
|—which is contrasted to the Bu- 
| reau of Advertising’s 103. 

He told reporters he could visu- 
lalize going through the coming 
| year with 16 to 25 people, and said 
|a minimum field staff would con- 
| sist of representation in New York, 
Chicago and on the West Coast, to 
| contact advertisers and agencies, 
}as well as business groups, in be- 
half of radio. 


Palm & Patterson Named 


Midland Sealtite Corp., Cleve- 
land, has appointed Palm & Pat- 
terson to handle advertising of its 
coal dust control equipment. Trade 
publications, direct mail and point 
of sale displays will be used. Re- 
cently appointed an account ex- 
ecutive with the agency is Andrew 
J. Tindra, formerly technical 

| writer with Affiliated Gas Equip- 
ment Inc. 


Every Small Homes Guide Reader 
is seriously planning or actually 
building his New Home. He must 
buy your products or your competi- 
tor's product. 


Your advertising message in Small 
Homes Guide is a rifle shot, not a 
scatter shot, aimed at a concen- 
trated market of known buyers — 
every reader is your prospect. Your 
selling message can't miss in SMALL 
HOMES GUIDE. 


The First Publication in the New 
Home Market. 


bd 
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In good Comics 
Magazines, adventure, 
action, and mystery 
dramatize a wealth 
of information .. . 
condition young 
minds to the realities 
of everyday living... 
increase their under- 
standing of science, 
people, literature, 
history, politics .. . 
help give junior’s 1.Q. 
a hypo, and add 
another dimension 

to his education. 


ational 
Comics 


Orouy 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Big Drug Trade 
Christmas Gift 
Promotion Set 


‘Puck,’ McKesson Tie in 
with Other Advertisers 
for $600,000 Promotion 


New York, Aug. 23-—“The most 
spectacular Christmas gift pro- 
motion in the history of the drug 
trade.” 


WANT MORE MAIL ORDERS? 


Let me write your letters, ads, campeigns, 
power-worded for RESULTS! Many years serv- 
tag clients throughout America. Submit seer 
mail-selling problem for suggestions. No charge, 
Bo obligation 


ERNEST F. 


60 East 54th St. (F) 
Kenses City 2, Me. 


That’s the billing for an eight- 
page color spread of gift items to 
appear in the Dec. 2 issue of Puck 
—the Comic Weekly (in 19 papers) 
and 15 independent Sunday com- 
ics. The paid section will be spon- 
sored by McKesson & Robbins, 
and 35 other cooperating advertis- 
ers will put their wares on dis- 
play in Puck’s pages. About $430,- 
000 will be paid out for space. 

The promotion also involves the 
use-—for the first time—of Puck 
characters in pushing sales in re- 
tail drug stores. Dagwood and 
Blondie, Jiggs and Maggie, Popeye 
and Flash Gordon will decorate 
point of purchase material in up- 
wards of 35,000 retail drug outlets. 


8 In addition, 7,000,000 reprints 
of the four-color comics spread 
will be distributed by the stores, 
or sent direct to the homes of 
consumers by mail and messenger. 

Announcement of the Christmas 
promotion—which involves a total 
expenditure of some $600,000— 
will be made via a b&w page in 


| operating 


the Nov. 24 issue of The Saturday 
Evening Post, headlined “This 
Christmas try your druggist first 
and make your gift selections from 
the items advertised in the Sun- 
day comics gift section.” 

The Post ad will be run over 
the Puck signature, and Puck’s 
business, industrial and advertis- 
ing publications schedule will also 
be tied in with the promotion. 
Multi-page announcements are 
planned through the fall in Ameri- 
can Druggist, Drug Trade News, 
Drug Topics and NARD Journal. 
A number of sales and advertis- 
ing publications will also be used. 


ws Among the 36 advertisers co- 
in the promotion are, 
in addition to McKesson & Rob- 
bins, Procter & Gamble, American 
Safety Razor, Northam Warren, 
Tek Hughes, Personna Blade, Hud- 
nut Sales, Doeskin, United States 
Time, Ideal Toy, Barbasol, Bristol- 
Myers, Bymart, Coty and Landers, 
Frary & Clark. 

Officials at McKesson & Rob- 


Advertising Age, August 27, 1951 


ANOTHER GMC TRUCK SCOOP 
-a great new Diesel engine built te haul 
A MILLION MILE S AND MORE ! 
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MOST AMBITIOUS—Above is the center spread of a four-page b&w ad being run 

by GMC truck and coach division of General Motors Corp. in The Saturday Evening 

Post and Automotive News. The company says its ads for the Million Miler motor 

are the most ambitious promotion effort ever accorded a truck development. Kudner 
Agency is also planning a large schedule of ne ads. 


PoP 


bins said 1,500 of its salesmen— Gilpin Co., Kauffman-Latimer Co. 
the national sales staff—and the and Smith, Kline & French will 
regional staffs of the Henry P. work on the promotion. About 300 
telephone clerks will “stand by” 


DENVER POST’S Empire MAGAZINE 
JOINS LOCALLY-EDITED GROUP! 


1 6 VEARS 


Weed 
from 2 to 13 members 


Thirteen weekly newspaper magazines featuring The Local 
Touch for highest reader interest, greater advertising valve. 


TOTAL CIRCULATION: OVER 3,000,000 COPIES WEEKLY 


from a weekly circulation & an 


tng Le 


of 482,614 to 3,160,072 


Contact any of the following representatives 


Bronhom Co., Cresmer and Woodword, Jonn & Kelly, John Budd Co., 
Kelly-Smith Co. O'Mara & Ormsbee, Osborn, Scolare, Meeker & Scott, 


Moloney, Regan & Schmitt 


COLUMBIA STATE 

COLUMBUS DISPATCH 

SAN ANTONIO EXPRESS 

ST. LOUIS GLOBE-DEMOCRAT 

SALT LAKE CITY DESERET NEWS 
ATLANTA JOURNAL AND CONSTITUTION 
NEW ORLEANS TIMES-PICAYUNE-STATES 
LOUISVILLE COURIER-JOURNAL 

THE NASHVILLE TENNESSEAN 

HOUSTON CHRONICLE 

INDIANAPOLIS STAR 

NEWARK NEWS 

DENVER POST 


in the McKesson & Robbins of- 
fices. 


@ The salesmen will bring the 
Christmas gift promotion story to 
the attention of the 35,000 drug- 
| gists, and tell them: “It is esti- 
, mated that some $3 billion was 
spent on Christmas gifts last year 
|and only a trickle for the retail 
druggist. Are you satisfied with 
your share of the Christmas gift 
business. ..or do you want more?” 
The phone clerks will quote to 
druggist-callers specially pre- 
pared “Phonograms,” commercials 
based on the Sunday comics 
Christmas promotion. 

The latter include comics ap- 
| pearing in the Birmingham News, 
Cleveland Plain Dealer, Cincinnati 
| Saquiver, Memphis Commercial 
Appeal, New Orleans Times-Pica- 
yune, Minneapolis Tribune, Kansas 
| City Star, Denver Post and the 
| Portland Oregonian. 

The promotion dates back to 
last spring—at a meeting involv- 
ling Robert P. Davidson, general 
manager of Puck, and Kenneth 
Pete Hurd, ad director, and H. C. 
Nolen, v.p. of McKesson & Rob- 
| bins. 


. “Primary objective of the pro- 
| gram, and one frequently subordi- 
| nated in national sales projects, 
| was the creation of a promotion 
| program based on the building of 
real consumer demand and focused 
| directly on moving merchandise 
| off their retailers shelves,” it was 
said. 

| “With that achieved,” it would 
immediately lubricate behind-the- 
scenes wholesalers’ activities to as- 
|sure movement of merchandise to 
the druggist, and, more important- 
| ly, would set in motion a trend to 
| assure the local drug store, by all 
merchandising logic a neighbor- 
hood gift store, a far bigger slice 
|of Christmas gift business than it 
had ever received. 

“Comics were selected because of 
their hold on the week-by-week 
readership of members of all 
American families, their penetra- 
tion of big markets, and the local 
flavor they bring to a national 
campaign.” 

McKesson & Robbins’ account is 
handled by J. D. Tarcher & Co., 
Ellington & Co. and Murray Breese 
Associates. The Puck account is 
with Robert W. Orr Associates. 


Brockway to Smith, Taylor 

| Brockway Glass Co., Brockway, 
Pa., manufacturer of glass con- 
tainers, has appointed Smith, Tay- 
lor & Jenkins, Pittsburgh, as its 
agency. De Garmo Inc. formerly 
had the account. 


Umland Moves Offices 

Umland & Co., San Francisco 
agency, has moved to 256 Sutter 
St. 
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| Polling the experts on 
| Cleveland’s best buy 


Stewart Stuart, Acct. Exec., adds: 


“When I want to wake up a market, give me a station's 


Horace Norris, Natl. Adv. Mgr. says: 


“As I see it, the basic plot is concentration on our key 
markets. That means radio, America’s No. 1 mass me- 
dium, and in Northeastern Ohio, that means WTAM— 
the only station to deliver sizeable audience in all four 


grass-roots impact. Sure, WTAM is Cleveland's lowest 
cost-per-1000 station for announcements. But it’s the 
community identification that gets me—the only NBC 
station in the entire area, and the first 50,000 watt sta- 
tion in Northern Ohio. It’s old-fashioned good radio 


P without fooling.” 
markets of Cleveland, Akron, Canton and Youngs- 6 


town. And at the cost of a single schedule. To get 4 for : 
1, better buy WTAM.” : 


Monroe Monroe, Timebuyer, insists: 

“I want to send up skyrockets on audience size. With 
the largest daily BMB audience in Cleveland and over 
twice the audience of any other station in the entire 
Northern Ohio area, WTAM has the highest Hoopers 
in more periods of the noon to midnight peak listening 
time than any other area station. Yes, WTAM rates 
better than any other station.” 


Morton Horton, Listener, concludes: 


“I'm thinking of the WTAM shows I live by. Up in the 
morning to Jay Miltner. Off to work on time thanks to 
Tom Haley. Then Wifey tunes in Woman's Club of 
the Air. After an evening of the big NBC shows, I'm 
sold on the 11 PM News, and wind up with Tom 
Manning's Sportcast. It's Cleveland's finest listening 
and I come from Cleveland, so I ought to know.” 


‘ 
All the experts agree ... Whatever your angle, the conclusion just cant 
WNBC—New York be denied—WTAM is Cleveland's best radio buy. And just so, all seven 
WMAQ-—Chicago at Se a ae ee NRC C a an » hes 1 j 
weath—Clevetend major market stations represented by NBC Spot Sales are the best buys in 
WRC—Washington their areas. And that’s only one reason why first calls just naturally are put 
KOA— Denver : 1 —— ree ee ee a 
ities Deaton in to NBC Spot. Serving only seven key radio stations, your NBC Spot 
WGY —Schenectady— Salesman has the time to devote to your account . . . the right availabilities 
Albany—Troy : : hens 
sapresented by and facts to give you quickly .. . the knowledge, organization and research 
NBC services to show what Spot can deliver for you in the nation’s key markets 


... via RADIO, America’s No. 1 mass medium. 


NEW YORK CHICAGO CLEVELAND SAN FRANCISCO HOLLYWO9D 
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Formfit Schedules Fall Bra Campaign 

land’s, Ladies’ Home Journal, 
McCall’s, New York Times Maga- 
zine, Photoplay and Vogue, plus 


Cuicaco, Aug. 21—Formfit Co.'s 
fall advertising will be concen- 
trated in September and December 


for its Life bra, and will empha- the newspaper ad on Dec. 5 and 6. 
3 size a “revolutionary” feature, All ads will feature the “triple 
! called “triple fit,” a construction fit” construction and will carry 
designed to fit women with the de- the theme, “A new measurement 


Also featured in 
“Life by Formfit 


has been added!” 
the copy will be 


gree of separation needed. 
September ads will run in Cos- 


mopolitan, Holland's, Household, ...for a Sweetheart of a Figure.” 
Ladies’ Home Journal, Look, New MacFarland, Aveyard & Co. here 
York Times Magazine and Mc- is the agency. 

Call's, plus ads in 194 newspapers 


12 and 13. 
list 


In December 
includes Hol- 


on Sept 
the magazine 


Mueller to Hosler Agency 


Mueller Co., Decatur, Ill., manu- 
facturer of water and gas distri- 
bution and service products, has 
appointed Hosler Advertising, Peo- 
ria, to handle its account. 


Save with $1.00 art 


$1 buys the prestige of top 
agency art for your ad under 
our repro plan. Select from 4000 
ay only $1 for those you 

use. Recognized agencies, Natl. Ad Mgrs 
write for free brochure & agreement. 


STIVERS STUDIO 


67 MAIN ST + SAN FRANCISCO 5. CALIF 


Changes to Litman-Bremson 
Marv Litman & Associates, Kan- 
sas City agency, under a recent in- 
corporation has changed its name 
to Litman-Bremson & Associates. 


subjects f 


use 


/ 


| Lechner for five years. 


Capitol Pre-Christmas Push 
Features Record 8-Page Ad 

Capitol Records, Hollywood, will 
take an eight-page ad in the Nov. 
24 issue of The Saturday Review 
of Literature—described -as_ the 
largest phonograph record ad ever 
published in a consumer magazine. 

Capitol, as part of its pre-Christ- 
mas promotion drive, will also use 
newspapers, radio spots, direct 
mail and window displays. Calkins 
& Holden, Carlock, McClinton & 
Smith, Los Angeles, is the Capitol 
agency. 


Oldsmobile Leads Signed 

In what is claimed to be the 
first time a West Coast TV con- 
cern has signed players on a long- 
term contract, Jerry Fairbanks 
Productions, Hollywood, has con- 
tracted with Jean Ruth and Bill 
The pair, 
who will appear on various video 
productions, were selected at the 
instigation of Oldsmobile to por- 
tray “Johnny and Lucille” in its 
TV and commercial films. 


Smith, Kline Boosts Klopter 


John R. Klopfer of Smith, Kline 
& French Laboratories, Philadel- 
phia, has been shifted to sales 
manager of Smith, Kline & French 
Inter-American Corp., Montreal, 
succeeding Robert F. Daily, who 
has been named branch manager 
there. 


Grainger Joins Biow Co. 

Harold J. Grainger, recently re- 
signed from Brisacher, Wheeler & 
Staff, has joined the San Francisco 
office of Biow Co. as executive on 
the Dennison Food Products Co. 
account, which recently was 
awarded to the agency. 


Appoints James Lovick & Co. 

Enamel & Heating Products, 
Sackville, N. B., manufacturer of 
Fawcett ranges, heaters, furnaces 
and air conditioning, and Beaver 
bathtubs and sanitary equipment, 
has appointed James Lovick & Co., 
Montreal, to direct its consumer 
and trade publication advertising. 


CANTON, OHIO families 
“use 38.7% more soap! 
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99.4% home delivery | 


x | in the Canton City Zone 
\\w 
A Brush-Moore Newspaper, Nationally 


represented by Story, Brooks & Finley 


We 
156,000 people 
7, now live in the 7 
Canton City Zone 


CLEVELAND 
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CANTON = 


. 
COLUMBUS 


No other newspaper 
gives merchandisable j 
coverage of this rich 
northeastern Ohio market 
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| the first value week, 


| one-time 
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Radio Station KRSC 
Develops Successful 
3-Way Ad Promotion 


SEATTLE, Aug. 21—A three-way 
promotion developed for food 
manufacturers by Station KRSC, 
involving point of sale, newspaper 
and spot radio advertising, has 
been profitable for both the manu- 


facturers and the station, accord- 
ing to KRSC. 
Calling its triple promotion 


“KRSC Value Week,” the station 
first sold spot and program time 
to regional and national food man- 
ufacturers. Then it got grocers to 
agree to display prominently the 
advertised items during value 
week, and to post point of sale 
material and include the food 
items in their regular newspaper 
ads. 

For its part, KRSC agreed to 
give each value week at least 30 
spot announcement plugs, and to 
provide indoor and window ban- 
ners and newspaper mats. 


s The promotion started on a one- 
year basis, with one value week 
each month for one of six groups 
of retail stores, thus giving each 
group of stores two value weeks 


| per year. 


Big Bear Stores participated in 
and here are 


the results, as given to AA by 
Harold E. Ridalls, KRSC station 
manager: 


Big Bear Stores sold 
of Gold Shield coffee, an item not 
stocked prior to the promotion. 
They also sold 2,040 qts. of Nalley 
Valley salad dressing, another new 
item. Other sales increases re- 
corded during the week included: 
Borden's jar cheese, 4,080 jars, an 
increase of 700% over the preced- 
ing week; Tea Garden apple juice, 
1,488 units, up 500%, and Centen- 
nial flour, 445 ten-lb. bags, up 
800% 

In the first month alone, KRSC 
reports, it obtained 14 food ac- 
counts that had never used the 
station before 


7,610 Ibs. 


| Park & Tilford Increases 


Outdoor Boards for Whisky 

Park & Tilford Distillers Corp., 
New York, plans to add hundreds 
of new outdoor posters to its 
schedule this fall in New York, 
Chicago, Los Angeles, Philadel- 
phia, Minneapolis, St. Paul, Roch- 
ester and Newark. The posters will 
push Park & Tilford Reserve 
whisky. 

The company, which advertises 
through Storm & Klein, will use 
black light, Day-Glo, regular 24- 
sheets and painted walls. Black 
light will be rotated at different 
locations in key markets. 


| ‘Reporter’ Takes Ads Again 


After Building Circulation 

The Reporter, New York, a bi- 
weekly which dropped its adver- 
tising department in January in 
order to build up its circulation, 
has now resumed carrying ads. A 
b&w page has been set 


at $350, and b&w with one other 


color $115 extra. 


Rates are based on an average 


| net paid circulation of 25,000, pub- 


lisher’s guarantee for six months. 
The Reporter's circulation last 
September was less than 14,000. 
Richard F. Lyon, ad manager, said 
the magazine will go ABC shortly. 


Clippings from the business press, 
farm publications and consumer 
magazines can supply valuable infor- 
mation in the operation of business. 
by business organizations and 
their advertising agencies for collect- 
ing editorial publicity, for maintain- 
ing competitive advertising files, for 
making research and market studies 
and for developing sales prospects. 


Booklet No. 50 Clippings Aid Business 
Booklet No. 60 Magazines Read by Bacon's 


BACON’S CLIPPING BUREAU 


Chicago 4 


343 So. Dearborn St., 
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Greatest Circulation of Any 


Magazine in Rural America 


@ In places of less than 2,500 population and on farms 
in Rural America, live 17,306,000 families—more families 
than there are in a// of the cities of over half a million put 
together—New York, Chicago, Philadelphia, Los Angeles, 
Boston and San Francisco included! 


And in this huge segment of the national market FARM 
JOURNAL is THE primary salesman. 


In Rural America, FARM JOURNAL outsells the largest 
weekly magazine by two-to-one, the biggest women’s serv- 
ice magazine by nearly three-to-one, tops other rural mag- 
azines by from half a million to a million and a half 
copies per issue! ] 


Make no mistake about it, the people of Rural America 
know FARM JOURNAL does what no other magazine can do! 
No wonder FARM JOURNAL is the basic buy for selling 
Rural America. 


FARM JOURNAL DOES WHAT 
NO OTHER MAGAZINE CAN DO 


FARM JOURNAL 


alone gives 


READERS - ADVERTISERS 


¢ RETAILERS 


1. The only farm magazine printed 
on news magazine presses 


2. Only Farm Journal contains The 
Farmer's Wife — THE complete 
women’s service magazine written 
expressly for rural homemakers 

3. Most merchandisable magazine 
in Rural America 


4. First choice of the people 
of Rural America 


5. Preferred by County Agents and 
Home Demonstration Agents 


6. Largest on-the-farm circulation 
of any farm publication 
7. The magazine farm families 
depend upon 
8. Largest selling magazine among 
the millions of families who live 
beyond TV 
9. The only national farm magazine 
reader-checked every issue by Starch 
Advertisement Readership Service 
10. Lowest cost per delivered reader 
of any farm magazine 
11. First with advertisers who count 
results 


12. Covers more subjects of interest 
to everyone on the farm 


@3) Greatest circulation of any 
magazine in Rural America 
14. Covers more of the best farms 


15. Greatest coverage where most of 
your best retailers operate 

16. Largest on-location, in-the-field, 
full time editorial staff 


NO WONDER FARM JOURNAL 

1S THE LARGEST SELLING 
MAGAZINE OF ALL WHERE 

A VERY IMPORTANT HALF OF THE 
CONSUMERS OF AMERICA LIVE! 
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Advertising A 
THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered 
Issued every Monday by Advertising Publications, Inc., 200 E. Illinois St., Chicago !! 
(DE 7.1326), 1) E. 47th St.. New York (MU 8-0073), National Press Bidg., Washington 
4, 0. C. (Re 7659). G. D. CRAIN JR., president and publisher. S$. R. BERNSTEIN, O. L 
BRUNS, vice-presidents. C. B. GROOMES, treasurer 


Member Audit Bureau of Circulations, Associated Business Publications, National 


Association of Magazine Publishers, Advertising Federation of America. 
EDITORIAL ADVERTISING 
Editor, S. R. Bernstein Advertising Director, Jack C. Gafford 
Executive Editor, John Crichton Manager Sales and Service, G. D. Lewis 


Advertising Production Manager, George 
F. Schmidt 
New York: O. O. Black, Halsey Darrow, 
James C. Greenwood, John P. Candia, 


Managing Editor, Robert Murray Jr 
Washington Editor, Stanley E. Cohen 
Feature Editor, Emily C. Hall 
Associates: New York: Maurine Brooks 
Christopher, Charlies Downes, Jomes V. 
O'Goro, Lawrence Bernard. Chicago 
Murroy E. Crain, Bruce M. Bradway, 
Jarlath J. Graham, C. P. Richman, Rob- 
ert Ginsburg 

Editorial Production, F. J. Fanning 
Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities 


Harry J. Hoole 

Chicago: O. L. Bruns, Western Advertis- 
ing Mgr. J. F. Johnson, E. S. Mansfield, 
Arthur E. Mertz 

Los Angeles (17): Simpson-Reilly Ltd., 
1709 W. Eighth St.. Walter S. Reilly, 
Pacific Coast Manager 

San Francisco (3): Simpson-Reilly Ltd., 
703 Market St., Wm. Blair Smith, Mgr. 


1S cents o copy, $3 a year, $5 two years, $6 three yeors in U. S., Canada and Pan 
America. Foreign $4 o year extra. Four weeks’ notice required for change of address. 
Myron A. Hartenfeld, circulation director. 


A Little Restraint Sometimes Helps 


The usually staid New York Times got up quite an editorial lather 
a couple of weeks ago in connection with billboards on the projected 
New York State Thruway from New York City to Buffalo. 

Motorists “don't want to see the highway made into an advertising 
alley, in which the scenery is destroyed, hidden or marred, and the 
ffip made hazardous by distractions to the eye. They do not want to 
be a captive audience for the billboard advertisers,” the Times in- 
Sisted. And it asked for a legislative ban to provide “full protection 
@gainst erection of billboards on the thruways.” 

The citizens of New York have every right, we suppose, to ban 
advertising or other structures on a thruway or parkway, and to ex- 
@vcise their right of choice to determine what kind of structures shall 
or 
Bection with the excellent roadways which have been built in and 
aground New York. And the Times, of course, has every right to ex- 
Press its opinion on this or any other subject. 


hall not appear on the freeway, as they have already done in con- 


Yet it stvikes us, somehow, as ungracious and not too logical for 
@ne advertising medium to be vigorously, and we think somewhat un- 
fairly, attacking advertising in another medium, without making its 
@ttack clear enough and sharply enough defined so that no one can 
Misunderstand that a certain set of conditions, and not advertising 
@s such, is being attacked. 

Maybe motorists on the new thruway do not want to be a “captive 
audience for the billboard advertisers,” as the Times insists, but ap- 
Parently neither motorists nor pedestrians object overly much to be- 
ipg a “captive audience” for the billboard and spectacular adver- 
tisers in Times Square, including the electric news bulletin that en- 
Circles the Times building. 

Don’t get the idea that we think the thruway should be plastered 
from end to end with advertising signs; we don’t. And nothing in a 
long time has scared and irritated us as much as those advertising 
messages which were shouted into our unsuspecting ear in Grand 
Central Station for what was happily a short time. 

All we ask is that when a particular advertising condition or cir- 
cumstance is attacked, the attack be carefully enough pin-pointed 
so that no reader or listener will be able to get the impression that 
there is something unpleasant or unwanted or annoying or irritating 


about advertising per se. 


A Rough Time for TV Networks? 


Recent experiences of advertisers and networks who have tried 
to clear time for TV shows, and have found the going extremely 
rough, are making a few advertisers wonder whether the situation is 
likely to get worse, rather than better, at least until the station freeze 
comes off and there are enough stations everywhere to provide facil- 
ities when they are wanted. 

Armour, for example, has reluctantly canceled the Garroway show 
because NBC was able to clear it live on only seven stations. Last 
year Armour started another show, “Stars Over Hollywood,” with 
about 20 stations, and after a full season of hard work, wound up 
with'a 40-station network. 

But now, with buyers fighting for time, individual stations are 
getting more and more reluctant to clear for networks, They figure, 
maybe correctly, that they can get the same shows either kinescoped 
or film, on an individual basis, and make more money off them. 

Nobody is “right” or “wrong” in the current situation, but we hope 
everybody will realize that advertisers need both networks and in- 
dividual stations, and that it is to the advantage of everyone that 
both the networks and the individual stations prosper side by side. 


—General Electric Co 
“He's forever dropping pins to prove how quiet those G-E fans are.” 


What They're Saying 


today most composition houses of- 
fer their clients from ten to, at 
best, only a few hundred different 
type faces. 

Types have fashion, like hats 
and dresses, and the proper selec- 
tion of type face, its size and spac- 
ing, is as important as the match- 
ing of costume and accessories. . . 

Now, as to what is the best type 
face to use, I can only say that after 
50 years in the graphic arts, I am 
still learning. I suggest that you 
select a type face much as you se- 
lect a wife, because you like it. 
Then learn to live with it, study it, 
find its idiosyncrasies, and when 
you can handle it you will produce 
the finest composition with it. 

Type was made to read, so don’t 
try tricks with it or stand it on 
its ears. Do not mishandle a type 
| face that is well designed and func- 

tional. See how the designer used 
it in his sample and if you follow 
his examples with that type you 
| cannot go wrong. 


| E. M. Diamant, veteran advertising 
typographer, in “Wrenn Trend,” pub- 
lished by Wrenn Paper Co., Middle- 
town, O 


No Money Down? 

...Maybe we're putting too 
much faith and hope in the re- 
laxation of [credit] restrictions. | 
I'm convinced that they will be 
relaxed when they prove to be too 
tough. Just the same, I think we 
had better brush up on the art of 
salesmanship and merchandising in 
the building industry. It’s just pos- | 
sible we'll need it even after re-| 
strictions are relaxed. It’s just pos- | 
sible that the more than 5 million 

|} houses we've built since the war 

| have taken enough of an edge off 
the housing shortage to make the 
rest of our prospects pretty choosy 
about the kind of home they'll buy 

-even at “No Money Down.” 

By the end of this year we'll 
have provided 614 million families 
with new homes. That’s roughly 
one out of every seven families in 
the country. That doesn’t mean at 
all that we're running out of cus- 
tomers, but it does mean that our 
“unfilled order file” is thinning 
down. And when that order file is 
exhausted it will take more than | 
“No Money Down” to sell just any | 
old house. 

My advice to builders is to do a| Advertising Exempt 
little more worrying about deliver-| The assurance of Secretary of 
ing the kind of real value that| the Treasury Snyder that advertis- 
makes buyers out of shoppers be- | ing expenditures will continue to 
cause, Regulation X or no Regula- be deductible as legitimate busi- 
tion X, it won’t be long before| ness expense is both sensible and 
you'll once again be dealing with | timely. Indeed, it would have been 
critical shoppers. | remarkable had he expressed any 

Note that I said value, not price. | contrary opinion. Being an expert 
Get your price down as much as/on fiscal matters, Mr. 
you can, that’s always the No, 1| knows something of the springs 
job. But remember that the kind | fom which money flows. 
of home buyers we have left in the 
market are mostly the kind who'll | ing the rounds that advertising was 
buy value before price. They'll | to be saddled with an excise tax 
buy a modern, well-planned, well- | and hobbled by some other species 
built home packed with quality of repressive taxation. The one 
materials and equipment for $14,-| sure way to scotch such gossip is 
000 sooner than a stripped-down | the forthright statement which Mr. 
job for $12,000. Snyder has made. 

Merchandising in the home The Secretary's position is im- 
building business, more than any portant, because it reflects his ap- 
other I know, starts with a quality preciation of the part advertising 
product. As I’ve said many times, plays in the national economy. Not 
“a good house will always be your , only does advertising expand mar- 
best salesman.” 

~Harold H. Rosenberg, editor and 


pblisher, ‘Practical Builder,” in the 
August issue of the publication 


add to the comfort, health and con- 
venience of the public, but it also 
builds the volume which produces 
the profits from which taxes are 
paid. 

We commend Mr. Snyder for his 
point of view. As a level-headed 
fiscal expert, he could not feel 
otherwise! 


Into the Valley of Business 
Rode the Six Thousand 

There are approximately 6,000 
different type designs in existence 
today. But like the famous Light 
Brigade after Balaclava, their 
ranks have been decimated until 


—Editorial in 
Aug. 6, 1951. 


“Drug Trade News,” 


Advertising Age, August 27, 1951 


- Rough Proofs | 


After Herman Hickman coached 
the College All-Stars to a 33-0 
defeat at the hands of the Cleve- 
land Browns, he had nothing more 
pressing ahead than returning to 
New Haven and reading his TV 
publicity clippings. 


Toni is taking a leaf out of the 
book of the soap and cereal adver- 
tisers and setting up a nice friend- 
ly home permanent competitor of 
its own, Prom. 


6 
“An industrial publicist,” ex- 
plains Milton Enzer, “is an un- 


official ‘leg man’ for the press.” 
Athough some cynical editors 
still have to be convinced 


Woman's Day, which is going to 
7¢ on the stands in A&P stores, 
considers the price “only the punch 
of a 7¢ key instead of a 5¢ key.” 

And in any grocery store, what 
else can you buy for 7¢? 

- 

The new Exide Ultra Start bat- 
tery, the makers has such 
amazingly long life that they won't 
even guess the limit. 

So. it will not only start, 
startle. 


say, 


but 


“Schine Hotels national account 
goes to Hilton,” reports the world’s 
greatest advertising journal 

But it’s only the advertising, and 
not the hotels. 


retail 
news- 


“Increased leadership in 
advertising,” proclaims a 
paper promotion ad. 

National advertisers 
retailer not only has 


know the 
his ear to 


| the ground, but his finger on the 


Snyder | 


Rumor, however, has been mak- | 


kets, better living conditions. and, 


cash register. 
. 


The FTC is shaking its finger 
at some bakeries which it thinks 
got blue ribbons in questionable 
fashion, but so far nobody has un- 
dertaken to challenge Pabst. 

e 

Elmer Wheeler used to advise 
a restaurant man to advertise the 
sizzle instead of the steak, but to- 
day it’s only necessary to let the 
hungry public know that he has 
the steak. 

- 

“Business statistics,” declares 
Grey Advertising Agency, “con- 
tain within themselves the seeds 
of their own destruction.” 

When everybody’s doing it, it’s 
time to change the record 

. 


“Hertz sees nation of working 
women,” says the news story. 
Some of them have jobs, and 
the rest have nice guys who are 
solidly attached to payrolls. 
e 
Every time a space salesman 
wins a golf tournament, someone 
in the office is sure to ask, “When 
does he find time to work?” 
© 
Congressmen love to investigate 
baseball, boxing and other sports, 
and the accompanying newspaper, 
radio and TV publicity has noth- 
ing whatever to do with it. 
Copy Cus. 
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1 Here's how to make the most 
of Philadelphia's 


THE INQuirer is the buyers’ guide” for 
millions in suburban towns throughout ; | 
this fast-growing area. } 


From Franklin's day to now — Phila- 
delphia's printing and publishing trades 
have led the field. Today, they're 
greater—more important—than ever. 


PHILADELPHIA'S GREAT GROWTH IS CON- THE INQUIRER reaches this area in 
CENTRATED OUTSIDE THE CITY LIMITS. This — strength—and covers the City, too! 
is the “Vital Half of America's 3rd To be in on the ground floor in this 
market...where half the people live fast-growing trading area, give THE 


Now in its 1% th and half the sales are made. INQUIRER the No.1 spot on your list. 
Consecutive Year of Total 
Advertising Leadership 


ca Che Philadelphia Pnquirer 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Represeniatives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penob- 
scot Bidg., Detroit, Woodward 5-7260. West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Bivd., Los Angeles, Michigan 0578 
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MODERN BRIDE| 
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7 
oe MODERN BRIDE is the Audit Bureau of Circulations 
: bridal publication 


e MODERN BRIDE has 150,000 move net paid circulation per year 


than any other bridal publication 


e MODERN BRIDE has the lowest cost-per-thousand net paid 


circulation 


* MODERN BRIDE has more pages of service editorial than any 


other bridal publication 


MODERN BRIDE is the only bridal publication with 


: four-color editorial pages 
MODERN BRIDE merchandises and sells advertised 
e products best* 


*Write us for details on the Modern Bride Retail Merchandising Plan . 


BELOW IS A LIST OF THE ADVERTISERS NOW USING MODERN BRIDE 


William Bass Cahill Ltd. Drexel Furniture Co. Marshall Field & Co. Glad Modes, Inc. 
Beekman Tower Camfield Mfg. Co. DuBorry Frocks Finders Mfg. Co. The Gorham Co. 
Henri Bendel Campus Bridals Dulane, Inc. Fink Bros. Greyhound Bus Co 
Best & Company Helen Caro Duncan & Miller Flintridge China The Haciendas 
Bianchi of Boston Carson Pirie Scott & Co. Ekco Products Inc. Fostoria Glass Co. Halle Bros. Co. 
Biggs Antique Co. Castleton China Elgin American Frances Formals Murray Hamburger 
Bissell Carpet Sweeper Co. Chicago Bead Works Emily Shops Francia Fashions Hamilton Beach Co. 

Alfred Angelo Bonnie Bridals Conrad's The Empire Franklin-Bayer lov J. Harris 

Aluminum Goods Mfg. Bonwit Teller—New York Club Aluminum Products Empire Crofts Corp. Funk and Wagnalls Harzfeld's 

American Textile Bonwit Teller—Philadelphia Henry Conder Englonder Company Galina Fashions John Heathcoat & Co. 

Andora Frocks Bridal Creations Coronet Creations Exquisite Bridal Gowns General Electric Hecht Co. 

Artistic Foundations lane Bryant Dana Perfumes S. W. Farber General Electric Supply Corp. Heirloom Labs 

“ iated Merchandising Corp. Burlington Mills Corp. Diana Corset Faribo Woolen Mills Gimbel's—Philadelphia Hoenshel Fine Foods 


7 Barbora Bridals Mary Burns Shop Dirilyte Co. of America Farm-on-the-Hill Glen-Joan Dresses Home Decorators 
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MODERN BRIDE leads in advertising pages of 


bridal fashions .. . 
classification of the entire bridal industry. 


Modern Bride 


366 Madison Avenue, New York 17, New York 


and bridal fashions are the leading 


2nd ANNIVERSARY issue 
~ Fall 1951 | 

106 advertising pages .. : 
gain 100% + 


49 advertising pages... 
gain 100% + 


Ist ANNIVERSARY issue Fall 1950 


Ist issue Fall 1949 
20 advertising pages... 


Honey Lou Bridal Shop 
Hortense B. Hewitt 
Household Finance Corp. 
The Howell Co. 

Imperial Glass Corp. 
Imperial Pearl Syndicate 
international Latex 


international Silver Co. (Sterling) 
international Silver Co. (1847 Rogers) 


1 & M Company 

J & H Costume 
Joys Inc. 

Jewel Garment Co. 
Kay-Selig 


BELOW IS A LIST OF THE ADVERTISERS NOW USING MODERN BRIDE 


Koyne-Liskin Studios 
Kickernick Inc. 

Kirsch Co. 

Klearflax Linen Looms, Inc. 
Dovid Klein 

Len-Bar Dresses 
Lenox, Inc. 

leonora 

Libbey Gloss Co. 
Loeser's 

lucky Bridol Veil Co. 
luxite 

Walter Magnus 
Macy's 


ADVERTISING PAGES 


Martin's Dept. Store 
May Sons 


McGrow Electric (Toastmaster) 
Meakin & Ridgway Inc. 


Mermod-Jaccard-King 
Mersman Bros. 
Miriam Modes 


Nationol Pressure Cooker 


Novel Dress 

Oneida ltd. 

Orange Grove Farms 
Pandora 

C. D. Peacock 

Fred Perlberg 


Peter Pan Foundations 
Pieasant Valiey Wine Co. 
Portrait Bridal 

Prima Dress Co. 

Prince Gordner 

Priscilla Bridals 

Puerto Rican Rum Institute 
Roy's Shoppe 

Reed & Barton 

Ronson Art Metal Works 
Soks Fifth Avenue 
Schenfeld & Sons 

L. A. Schulman, Inc. 
Sherry Cotering Co. 


Shwayder Bros. Inc. 
William Skinner & Sons 
Smartweor—Emmoa Longe 
Springfield Woolen Mills 
Springs Cotton Mills 

A. Stein & Co. 

Stieff Silver 
Strowbridge & Clothier 
Taylor Wine Co. 
Textron 

Thaiheimer's 

The Tailored Woman 
Jay Thorpe 

Towle Mfg. Co. 


Travb Mfg. Co. 

Tule 

Vene Gowns 

Victrylite Candie Co. 

The Villager 

Woiers Inc. 

R. Wallace & Sons Mig. Co. 
West Bend Aluminum Co. 
Westmoreland Sterling 
W. F. Whitney Co. 

Wolk Studios 

Wonder Maid, Inc. 
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‘N. Y. Post’ Required by Arbitrator 
to Rehire Newsman Who Had Resigned 


New York, Aug. 21—A new pre- 
cedent was established recently in 
a dispute between the Newspaper 
Guild of New York and the New 
York Post concerning the rehiring 
of former employes, which appar- 
ently makes it mandatory for a 
publisher under the rehiring clause 
in the guild’s contract to rehire a 


former employe, even though he 
had resigned. 
In the recent so-called Denis 


case, the Post bought the services 
of a syndicated columnist instead 
of rehiring Paul Denis, its former 
radio-TV editor, to write a special 
column. The guild protested 

An arbitrator, I. Robert Fein- 
berg of the Federal Mediation 
Board, awarded Denis 17 weeks’ 
back pay at the rate of two-thirds 
of the full weekly salary he would 
have received under the terms of 
the regular agreement between the 
Post and the guild had Denis been 
reemployed 


e He further ordered the Post to 
employ Denis in the position of ra- 
dio-TV columnist on a parttime 
basis to write four columns week- 
ly at two-thirds of his full salary, 
and indicated it was the obligation 
of the Post to employ Denis dur- 
ing the period it published a ra- 
dio-TV column or employ a radio- 
TV editor 

Pollowing rendition of the 
de@tision there was a meeting be- 
tween representatives of both 
pagties. At that meeting it was 
agfeed that if Denis resigned from 
thé newspaper he would receive a 
suM representing the total amount 
he would have received if he had 
be@én reemployed by the Post from 
thé time the syndicated column ap- 
pé@@red on Feb. 19, 1951, until July 
27, 1951. Denis accepted the offer. 

As outlined by the guild's 
m@nthiv publication, “Frontpage,” 
“Denis was employed by the Post 
from Aug. 1, 1943, to Feb. 4, 1949, 
when, for reasons of economy, he 
amd some 40 other employes re- 
signed with full severance pay and 
were placed on a rehiring list for 
a period of three years.” 

Tt continues 


Denis had been made radio-TV editor 
of the Post in the fall of 1946 and his first 


colar ippeared Nov. 25, 1946. It contin- 
ue@ to appear in the Post until he re- 
sigBed in 1949. Subsequently, he wrote a 
Bréadway column for the Daily Com- 
page but had since resigned from that 
pape 


It's “TOPS” in its trade 


HOUSEWARES 
REVIEW 


Reaches and influences 
more housewares 
retailers than any other 
trade publication 
Carries more advertisers. 


ABP @ 


me Specialized 
TRADE PUBLICATIONS 
1170 Broadway, N.Y. 1, MU 3-8700 


“When the Post resumed publishing a 
radio-TV column written by Rex Lardner 
on Feb. 19, 1951, the guild and the Post 
immediately challenged the Post manage 
ment’s right to publish a radio-TV column 
written by any other employe than Denis, 
and demanded reinstatement of Denis 

“In retort, the Post stated that it had 
not hired a new employe, but that Lard- 
ner was employed by the Post-Hal! Syn- 
dicate. The Post controls the syndicate 
During the arbitration hearing, it was 


disclosed that Lardner’s total compensa- 
tion for the four columns per week was 
received from the Post, and no other pa- 
per had, up to that time, purchased his 
column from the syndicate 

“The Post also contended that it no 
longer desired to publish a ‘newsy’ radio 
column but instead desired a critical col- 
umn. To that claim the arbitrator's de- 
cision said 

“*The company might not thus avoid its 
rather strict obligation under the agree- 
ment to rehire Denis merely because it 
desired a critical column, which, in its 
opinion, had greater syndication possibili- 
ties than an informative column.’ 

“The arbitrator also criticized the pub- 


lisher’s action in not inviting Denis to 
submit sample articles as it did with the 
syndicated columnist.” 


Studies Aviation Readership 
Parks College of Aeronautical 
Technology of St. Louis Univer- 
sity has recently issued “A Study 
of Readership Preferences of Key 
Aviation Industry Personnel.” The 
survey, including studies of vari- 
ous aviation publications, is avail- 
able for 25¢ from A. M. Weir, 
Parks Airport, E. St. Louis, Il. 


Advertising Age, August 27, 1951 


Finlandia Appoints Alport 

Finlandia House, Portland, Ore., 
retail distributor of imported Scan- 
dinavian ware, has named Alport 
& O'Rourke Advertising Agency 
to handle its magazine advertis- 
ing. 


Donnelley Sales Go Up 
Reuben H. Donneiley Corp., Chi- 
cago, reports “that in the first six 
months of 1951 the merchandising 
division...increased its business 


| 37% over the same period of 1950.” 


How 


much trouble 


can one world 


get into? 


There's a popular song that says “‘Nobody knows the trouble I've seen.” It could almost 


have been written about Cyrus L. Sulzberger, chief foreign correspondent of 


The New York Times. In the more than 13 years Cy Sulzberger has been datelining 


dispatches from foreign places, he has seen and reported—and been in—enough 


trouble to make Richard Harding Davis seem like an amateur. 


Cy Sulzberger has been a hot-news-chasing typewriter-pounding reporter since 1934. 
He covered fires in Pittsburgh. He covered labor in Washington. Since 1938 


he has been chasing trouble all over the world, mainly in Europe. In 1950, besides 


heading the biggest foreign staff of any U. S. newspaper, he traveled more than 


40,000 miles, filed stories from some 


99 


different countries. 


He has interviewed the kings of Belgium, Italy, Norway, Greece, Yugoslavia, 
Albania, Saudi Arabia, Jordan and Afghanistan; the emperor Bao Dai and the 

Shah of Iran; such other world figures as Tito, Franco, the Pope, General MacArthur, 
Benes, Masaryk, Bierut, de Gaulle, Abd el Krim, Weizmann, Azzam Pasha, the 
Wali of Swat, Nehru, the Orthodox Patriarch, Trygve Lie, Ben Gurion, Cripps, Attlee, 
Evatt, Paasikivi, de Gasperi, Inénu, Bevin, Gruber and Sforza. His interview with 


Yugoslavia’s imprisoned Archbishop Stepinatz won him a special Pulitzer Prize citation. 


Times readers like Sulzberger’s reports. He digs deep, gets the news that isn't obvious, 


tells it vividly, makes global affairs as plain as local gossip. Some governments 
don’t like that. They have banned him. Others have arrested him. Virginio Gayda, 


Mussolini's chief propagandist, allergic to the truth, called him “a creeping 


tarantula...spreading poison.” Time magazine called his dispatches “epic.” 


It is because The Times pools the skills and talents of many notable reporters and 


editors like Cy Sulzberger that it is such an interesting, unusual newspaper. 


Readers get more news from it than from any other source; rely upon it, trust it. 


* Advertisers know, of course, that when readers get more out of a publication, 


they get more out of it, too. That’s why, for 32 consecutive years, advertisers 


have made The Times their leading medium in the world’s leading market. There’s 


a lot about The Times you'd enjoy knowing. May we tell you? 


“= Che New York 


PAY BURUS S VOTE" $138,000 Tick *S-leT* ~ 
POR CITY Wome" 
ad 

one of a series about the people who make The New York Times “America’s most distinguished newspaper” 
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New York Times Photo 
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Advertising Age, August 27, 1951 


Lion Match Elects Bazavoff, 
Greenbaum to Exec Posts 


Serge B. Bazavoff, v. p. in charge 
of production of Lion Match Co., 
New York, has been elected chair- 
man of the board, treasurer and 
executive v.p. of the company. 

Monroe Greenbaum, executive 
v.p., has been elected president. 
Both men succeed to posts for- 
merly held by the late Dr. Boris 


A. Bakhmeteff. New v.p. in 
charge of Lion sales is Alfred 
Regensburg. 


O'Hara Joins ‘American’ | 

Barney O'Hara, formerly with! 
Seventeen and Macfadden publi- 
cations, has joined the eastern ad- 
vertising sales staff of American 
Magazine. 


Rainwater Joins Kamin 

Veazy Rainwater Jr., formerly 
with Coca-Cola Bottling Co., Beau- 
mont, Tex., has been named an 
account executive of Kamin Ad- 
vertising Co., Houston. 


Guests Comprise 


as Much as 25% 


of TV Audience 


Cuicaco, Aug. 22—Even in mar- 
kets where television stations have 
been operating for long periods 
of time, guests in the home form 
an important segment of the total 
audience for a program, according 
to Jay & Graham Research, which 


{compiles Videodex TV ratings. 


In New York on Sunday at 8 
p. m., for example, 25% of the total 
audience is composed of guests in 
the household and, an hour later, 
about 24% are guests 

On a weeknight at 8 p. m., about 
15% of the audience is composed 
of guests. An hour later, about 
16% of the audience is made up of 
visitors. 


@ The data were compiled earlier 


17 


this year by Videodex and re- 
leased this week for the first time. 
Videodex diaries from the New 
York sample show the following 
audience composition: 


TOTAL FAMILY GUESTS 
Sunday 

8 om 427 321 1.06 
9am 3.73 2.87 89 

Week night 
8pm 3.23 2.73 59 
9am 3.18 2.65 53 

Weekday 
Som 244 195 50 
60m 2.66 2.26 40 
CHIL. 
| WOWEN MEN TEENS OREN 
Sunday 

S p.m. 1.75 161 3x 52 
9 p.m. 1.66 152 32 24 

| Week might 
8 p.m. 1.37 118 31 37 
\9om 142 1.23 31 23 

| Weekday 

Som 37 19 22 164 
6pm 59 45 33 1.26 
The audience composition 


changes markedly from the ordi- 
|nary weeknight to Sunday eve- 
ning. In every 100 homes on a 
|} weeknight at 8 p.m., for example, 
| 273 family members will be watch- 
ing television, whereas 321 fam- 
ily members watch at 8 p.m. Sun- 
day 


|@ Between Sunday and Monday, 
| the number of family men and the 
number of family women watch- 
ing television both decrease. Male 
family members drop from 119 per 
100 homes to 101 per 100 homes 
The number of feminine members 
of the family drops less markedly 
from 127 on Sunday to 114 per 
100 homes on Monday 
Except in the newer televisi@n 
markets, Videodex data indicate 
that a slightly larger proportion 6f 
the guests are adults than are tBe 
members of the TV family 

On Sunday, 81% of the viewi 

families will be adults, while 84 
of the guests fall into this cat@ 
gory. On a weekday, 87% of the 
guests will be adults : 
ee 


a 
CE 
WE'LL BET 


DOLLARS TO 
DOUGHNUTS 


Pil 


. . that the rich Quad- 
City market (Davenport, 
lowa, Rock Island, Moline 
and East Moline, IIlinois) 
will be a big profit-getter 
for you. It has for hun 
dreds of others! After all, 
1951 Sales Management 
Survey of Buying Power 
figures show total effec 
tive buying income of 
$402,783,000 in the 
Quad-Cities! 


PUNCTUATE YOUR SALES 
in This 

RICH QUAD-CITY MARKET 
By Using The 

DAVENPORT NEWSPAPERS 


The Only Newspapers with 
Home - Delivered Circulation 
on both the lowe and Iilinois 
sides of the important Quad 
City market 
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Court Declares Miller Brewing Co. Victor 
in Dispute with Blatz over Bottle, Label 


Marinette, Wis., Aug. 22—Mil- 
ler Brewing Co. has emerged the 
victor over Blatz Brewing Co. in 
a court fight over beer bottle and 
label design 

Circuit Judge A. J. Murphy, 
who heard the case last month, 
ruled that Blatz Brewing Co. com- 


peted unfairly with Miller by 
adopting a bottle and label 
similar to those used to package 
Miller High Life bottled beer. 
Judge Murphy issued an injunc- 
tion which prohibits Blatz from 
selling its beer in any package 
which simulates the Miller bottle 


PLAS 


‘ 


Poe ar. SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


or which “is so similar as to make 
confusion likely.” 


@ Miller also was awarded dam- 
ages, including all profits Blatz 
had earned “from such wrongful 
manufacture and sale.’ The sum 
involved in the damages was not 
disclosed, but it will be based upon 
an audit of the Blatz books, which 
will be supervised by the court. 

Miller filed the suit in circuit 
court in April, 1950. The company 
charged that Blatz had unfairly 
imitated the shape and design of 
the Miller beer bottle and had in- 
fringed upon the Miller trade- 
marks. Carl C. Johnson, Milwau- 
kee designer and artist, originally 
was named co-defendant with 
Blatz. Blatz had introduced its 
new beer bottle generally, except 
in Wisconsin, in 1950. 


@ The president of 
brewery, Frank C. Verbest, said 
the ruling would have to be 
studied carefully with company 
attorneys before officials decided 


the Blatz| 


whether or not to appeal the de- 
cision. 

In the course of the dispute, Mil- 
ler disclosed that it has steadily 
increased its advertising budget 
over the past three years, spend- 
ing more than $4,250,000 in the 
period. In 1947 the company in- 
vested $1,001,000; in 1948, $1,279,- 
000, and in 1949, $2,083,000. 

Judge Murphy ruled that the 
test of imitation in unfair compe- 
tition is the general impression of 
similarity and not a detailed com- 
parison. He added that the testi- 
mony of witnesses clearly estab- 
lished the possibility “that pur- 
chasers would be confused and 
deceived by the similarity of the 
two packages.” 


ein his decision, the judge 
pointed out that the artist who 
was commissioned to produce a 


new label for Blatz was furnished | 


with a Miller neck label and Mil- 
ler foil as an “inspiration,” or 
guide. 

Moreover, said Judge Murphy, 


6,000 ‘‘spotters’ 
indicate consumer buying trends— 
six months to a year in advance... 


all over America 


NOW...a Warning System for advertisers! 


Is a competitor’s TV show cutting your sales? 


Is your premium offer paying off ? 
Is your latest advertising proving effective? 


Is your label or package confusing ? 


Who is getting the customers you are losing? 


The advertiser who can answer such ques- 
tions can act on trends IN ADVANCE of competitors 
.. months before such information is revealed 


from sales to the trade. 


Even when you have figures on sales to the trade, 


they can only tell you 


whether sales are up or down— 


not why they're good or bad. Nor can a one-time 


survey provide the answers. But the continuous 
monthly reports of the J. Walter Thompson Con- 
sumer Panel can supply these and many more facts. 


And it supplies them promptly. 


How the Panel would work for you: Every 
month written reports of actual purchases from 6,000 


families would tell you what these people bought, 
which brands they bought, where they bought them, 


how much they paid. 


This nation-wide network provides 72,000 written 


reports a year totaling more than 1,800,000 purchase 
entries. Thus the clients of our Consumer Panel get 
a continuous, advance picture both of their own 
an ay 
product sales—and of their competitors’ sales—which 


can be uncovered in no other way! 


The Consumer Panel is only one of the many 
unusual services available to our clients. May we 
tell you more about it? No obligation, of course. 


The J. Wavrer THomMpsoN CoMPANY 
420 Lexington Ave., New York 17, N. Y. 


Other U.S. offices in: Chicago, Detroit, Hollywood, Los Angeles, 
Lakeland, Miami, San Francisco, Seattle, Washington, D. C. 


Principal international offices in: Argentina, Australia, Belgium, 
Brazil, Canada, England, France, India, Mexico, South Africa. 


} 
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SPECIFIC USE—Baver & Black will use 
this counter display for its new Cotton 
Picker cotton to attract home permanent 
users. Transparent plastic window shows 
the quantity of cotton in each package. 


) Will I. Levy, v. p. of Schenley In- 
| dustries, which owns the brewery, 
| told Blatz officials that the shape 
}of the proposed Blatz shoulder 
| label might well be changed so that 
it would not resemble the Miller 
label so closely. However, Blatz 
‘adopted the original label. 

The judge declared that a casual 
look at the two bottles gives “the 
immediate impression of same- 
ness” and that “only a careful, 
side-by-side examination will re- 
veal a difference in the two pack- 
ages.” 


Buckley Advanced 
to Presidency of 
John Blair & Co. 


Cuicaco, Aug. 23—John Blair 
|& Co., radio representative, has 
;}made its first major executive 
| change since its formation in 1933. 
Effective Sept. 1, John Blair, 
founder, president and principal 
stockholder, will become chair- 
man of the board. 

At the same time, Richard D. 
| Buckley, v. p. and manager of the 
New York office, will become pres- 
ident, and Robert E. Eastman, ac- 
count executive in the New York 
office, will become a v. p. and New 
York sales manager 
These executive changes, accord- 
ing to Mr. Blair, “represent a 
| continuation of a plan of expansion 
which we set up three years ago,” 
| when Blair-TV Inc. was organized 
|to handle television exclusively. 
The changes make the organiza- 
tional structure of both the AM 
and TV companies identical. 


| 


Foote, Cone Names Nine 
Execs to V.P. Posts 

Following reorganization of var- 
ious offices of Foote, Cone & Beld- 
ing as reported in ADVERTISING 
AGE last week, nine executives 
have been elected v.p.s of the 
agency. 

They are: W. R. Forrest, Cer 
C. Hertzberg, Hugh L. Lucas, Car’ 
M. Post and J. W. Switzer Jr., all 
account executives in the Chicago 
office; R. G. Beaumont, account 
executive in San Francisco; F. W 
Stetson Jr. and A. J. Becker, New 
York a.e.s, and Roger Pryor Jr., 
radio-TV director in New York. 


Borden Markets Frozen Foods 


M. Augenblick & Bros. of New- 
ark, the produce division of the 
Borden Co., has introduced a new 
line of consumer-pack frozen 
foods, the first to carry the Bor- 
den name, throughout the state of 
New Jersey. Seven hundred-line 
newspaper ads, placed by Lewin, 
Williams & Saylor, in 14 northern 
New Jersey newspapers, intro- 
duced the initial items. A continu- 
ing series of smaller ads plus in- 
sertions in the Newark Sunday 
News is planned. The company 
does not expect to expand distribu- 
tion out of New Jersey for the 
present. 
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SHORT COPY sells at lower cost 
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“We use poster advertising consistently as an advertising medium, as a 
public relations medium, as a merchandising medium; and we teel that 
our money is well spent. As a matter of fact, we know that we reach 
more people through poster advertising at lower cost than with any other 


g” , , 
RALPH HARRINGTON 
1 


‘ Ml r 
THE GENERAL TIRE AND RUBBER COMPANY 


medium we have ever used.” 


One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


JOHN DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 

serving one-fifth WALKER & COMPANY * UNITED ADVERTISING CORPORATION * WHITMIER & FERRIS CO., INC. 

Z ROCHESTER POSTER ADV. CO., INC. * RICHMOND POSTER ADV. CO. * E. A. ECKERT ADVERTISING CO. 

of the nation’s. PORTER POSTER SERVICE * SLAYTON & COMPANY * THE HARRY H. PACKER CO. * BORK POSTER SERVICE 

consumers SUNSET OUTDOOR ADVERTISING CO * BREMERTON POSTER ADVERTISING CO. « C. E. STEVENS CO 

lias CONSOLVO ADVERTISING CORP. + LEHIGH ADVERTISING CO. * MARYLAND ADVERTISING CO 
AMERICAN ADV. CO STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK 22 
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‘ ° =,/ 270 to $3,520. After taxes, the aver- 
$6 210 Needed by Spending Unit age units still had $3,220 of dis- 
° posable income, Federal Reserve 

se estimated. 
to Hit Top Income Bracket Now in all, Vederel Reserve ext 
mated consumers had an addi- 
tional $13 billion of income before 
taxes in 1950, but in terms of real 
buying power the $13 billion was 
virtually wiped out as a result of 
price increases which occurred late 
in 1950 and early in 1951, the 


WASHINGTON, Aug. 23-—-The up- And the occupational pattern 
ward shift in incomes for U.S. had been revolutionized. In 1946 
spending units has reached such the over $5,000 bracket was pre- 
proportions, Federal Reserve Board dominantly self-employed, mana- 
studies showed today, that $5,000 gerial, professional and semi-pro- 
a year is nothing to get excited fessional. But in 1950, at least half poord savs in its report in “Fed- 
about the “over $5,000" incomes were eral Reserve Bulletin” for August, 

As recently as 1946, $5,000 in- reported by skilled and semi- 195). 
comes meant membership in the skilled workers and clerical and Additional facts on the upswing 
top 10% of U.S. spending units. sales personnel in individual income during 1950 


3ut by 1949, Federal Reserve found came from Commerce Depart- 
that a minimum of $5,800 was re- @ Based on its Survey of Con- ment’s Office of Business Econom- 
rAG quired for the top 10%, and in 1950 sumer Finances made in early jes Sunday in a table showing that 
the lowest income in the top 10% 1951, Federal Reserve said that the jncome payments to individuals in 


The ONLY Complete Radio 
Listening Survey of the 
Mid-America Market 


A continuing Conlan survey in 
3 parts—with parts 1 and 2 
available now. Covers all 


stations. Write on your letter- 


was $6,210 average income for the nation’s 1950 were higher in every state of 

head to KCMO, 125 East 50,000 WATTS ¢ KANSAS CITY Where only 10% of all units 52,000,000 “spending units’—mem- {the union than in 1949. and were 

31st, Kansas City 8, Missouri. Representative boasted of $5,000 incomes in 1946, bers of the same family living in at record levels in all but five 
THE KATZ AGENCY 20% were in the $5,000 or over) the same dwelling and pooling ctates 


bracket in 1950 their incomes—rose 8% from $3,- 


e By states, the largest increases 
occurred in Montana (23%), Ne- 
braska and South Dakota (18% 
each), North Dakota and North 
Carolina (16% each) and Dela- 
ware, Florida and Mississippi (15° 
each). 

On a regional basis, the largest 


» Fe - p> - F increases occurred in the agricul- 
V tural Northwest and Southeast, 
where incomes rose 14% and 12%. 
respectively. Central and Far West 
regions gained 11° matching the 
rise for the country as a whole 
New England and the Middle East 


a 


Some Things 
: Shouldnt Be Jae 
B) Overlooked 


“* 


7 


add 


gained 10° ind the Southwest, 
which outpaced all other regions 
in 1949, gained a mere 8% in 1950 


While New England and the 
Middle East have lagged percent- 
age-wise in the big expansion 
which has been under way in 
the past ten years, the Depart- 
ment’s “Survey of Current Busi- 
ness” said, “It should be noted that 
the aggregate income in these two 
areas—$75 billion in 1950—still 
accounts for more than one-third 
of the nation’s total.” 


For example — look what 


has happened in the great Salt 
. @ With the nation’s physical out- 
Lake-Mountain West market put expanded by more than a half 
‘si q the Commerce Department esti- 
during the vear ended mates that income payments to in- 
¢ M. dividuals jumped from $75 billion 

March 3] 1951:* = in 1940 to $217 billion in 1950 
ating : Largest relative increases were 
in the Southwest (257%). Far 


a a West (237°), Southeast (235% ) 
’ and Northwest (230%). The cen- 
tral region gained 186% —the aver- 
age for the countrv as a whole i 
ee, while the Middle East gained 
e 148% and New England 137% 
Salt Lake City Salt Lake City Salt Lake City Two Back ‘Breakfast Gang’ 
hy Deseret News Newspaper B Newspaper C Leslie Salt Co. and Quaker Oats 
pap pap . caaeicall . ‘ 
: Co. have signed to sponsor “Break- | 
City Zone 3.2% (gain) | — .4% (loss) | — 1.1% (loss) fast Gang” on the full Don Lee 
: Network of 45 radio stations. Les- | 
~ Trading Zone 6.8% (gain) —4.9% (loss) — 3.9% (loss) lie Salt will sponsor the Monday, 
,, : Wednesday and Friday segments 
All Other 16.9% (gain) —6.2% (loss) —11.6% (loss) on the 7:15-7:30 a. m. show, for 52 5 
- weeks beginning Sept. 17, through { 
TOTAL 9.8% (gain) —3.7% (loss) — 2.4% (loss) Long Advertising Service, and 
Quaker Oats will back the Tues- 
day and Thursday portions for 13 
weeks beginning Oct. 2, via Price. 
a ° . . Robins : Frank. 
Yes, indeed — the Salt Lake City DESERET NEWS still gains — aici 
a which proves that now, more than ever, advertisers need the Conover to Address TF Club 
: : Harvey Conover, president of 
Deseret News to cover the great Salt Lake-Mountain West market. — Conover-Mast Publications, will 
be the speaker at the first meeting i 
. ; . ano of the newly organized Eastern 
For increased sales, tell your story to this prosperous, sical TF Club, Sept. 24, at the Hotel 
° : : a aa ee Belmont Plaza, New York. The 
growing market through the Mountain West's First club was organized last May and 
Se : tei Sa ‘ a : aes ae * is composed of publishers’ rep- 
Newspaper. Advertise regularly in the Deseret News ioe resentatives, advertising managers 
Pe ene eer a cian a .. _ ! vias and sales managers of audited 
circulation well over 90,000 and still going up! on Suinne penne thd, tes aes. 
Publishers’ March 31, 1951 statements = Tom Hicks Joins D-F-S 
. Tom Hicks, formerly executive j 
~? SALT LAKE CITY television producer at Geyer, New- 


ell & Ganger, has joined the TV j 
department of Dancer-Fitzgerald- | 
Sample, New York 


Mann Resigns from ‘Argosy’ 


Serving the Mountain West — Daily and Sunday David J. Mann has resigned 
from the Chicago advertising sales 
se National Representative: Cresmer & Woodward, Inc. staff of Argosy. He plans to reijo- 


cate in the New York area. 
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Big. Little Business 
Must Stick Together, 
RCA Page Ads Say 


New York, Aug. 21—Radio 
Corp. of America broke full-page 
ads today in two New York and 
four Washington newspapers to 
emphasize how small and large 
business are dependent upon each 
other. 

The newspapers used included 
the New York Herald Tribune and 
Times and the Washington News, 
Post, Star and Times-Herald. 

J. Walter Thompson Co. is the 
agency. 

The ads, headed “Mr. K. A. 
Swanstrom of Doylestown, Pa., 
teams up with RCA for national 
defense,” describe how the Army 
came to RCA in 1949 and asked 
RCA to produce a Walkie-Talkie 
that would be smaller and more 
efficient than the World War II 
product. 

How RCA engineers worked 
with 118 suppliers of precision 
par:s—87 of whom are classified 
by the government as small busi- 
ness companies—to work out de- 
tails of production is described in 
the ads. 


es In telling this story RCA points 
out that it has 5,000 suppliers in 
all parts of the U. S., 49% of 
whom employ less than 100 men 
and women. 

RCA believes that attempts 
made to confuse American public 
opinion by building up the specter 
of a conflict between big business 
and little business is agitation that 
feeds on ignorance and envy. The 
current ads are being used to 
counteract misinformation. 

Whether additional ads will be 
used is uncertain, AA was told 
but a large mailing of reprints o* 
the ads published today is ex- 
pected. 


Arthur Wible Named V. P. 
of Altes Brewing Co. 

Arthur E. Wible, formerly as- 
sistant general manager of ad- 
ministrative services of McCann- 
Erickson, New 
York, has been 
appointed v.p. of 
Altes Brewing 
Co., New York. 

Before joining 
McCann 12 years 
ago, Mr. Wible 
was with Young 
& Rubicam, J. 
Stirling Getchell 
Inc. and Geyer, 
Newell & Ganger. 
McCann is the 
agency for Altes 
in the East and Midwest. Ross Roy 
Inc. handles the brewer’s West 
Coast operation. 


Lists Research Agencies 
Between 250 and 300 agencies 


nd 


Arthur E. Wible 


are listed and described in the) 


newly revised fifth edition of 


“Bradford's Survey & Directory <J 


Marketing Research Agencies,” 
compiled by Dr. Ernest S. Brad- | 
ford of the marketing staff of 
Manhattan College, 
The 124-page directory costs $5.50 
and is obtainable at 50 Argyle 
Ave., New Rochelle, N. Y. 


‘Mrs. America’ Figures in Ads 


The photograph and endorse- 
ment of “Mrs. America of 1952,” 
to be selected at Asbury Park, 
N. J., on Sept. 9 (AA, July 16), 
will be used by Simmons Co., 
maker of Beautyrest mattresses 
and Hide-a-Bed, in its national 
advertising this fall and winter. 


S. S. Kresge Co. will use her en-- 


dorsement for its Nylcrest hosiery 
advertising. 


Griffin to Wallpaper Post 

Leon Griffin, sales manager of 
the Nancy 
United Wallpaper, Chicago, has 
been named assistant to the senior 
v. p. of the parent a Allin 
C. Bears succeeds to 
former post. 


New York.) 


a a > aes 


Grove Elected Sales V. P. 


Howard P. Grove, general sales 
manager of Willys-Overland Mo- 
tors, Toledo, has been elected 
sales v.p. of the company, suc- 
ceeding Lyman W. Slack, who has 
resigned to devote full time to 


his Portland, Ore. automobile 
dealership. 
McCarthy Joins ‘Lite’ Statt 


James McCarthy, formerly with | 


Kenyon & Eckhardt, has joined the 
Cleveland sales staff of Life. 


Restaurant Roster Issued 


The National Restaurant Assn., 
Chicago, has issued a “Guide to 
Popular Restaurants”—a roster of 
its membership. The list, organized 
geographically, is available from 
the association, 6 S. Michigan Ave. 


Tea Bureau Names Anderson 
John M. Anderson, service man- 
ager of Tea Bureau Inc., New 
York, has been promoted to assis- 
tant manager of promotion of the 


| trade group. 


09 of « advertising: 


.plus a substantial bonus per issue! 


Hunting & Fishing Magazine advertising rates are based on 850,000 A.B.C. guarantee. 
This is the largest circulation of any magazine in the sportsmen’s market at the lowest 


Specialists 


in SILK SCREEN PRINTING 


INCORPORATED 
BOX 2017 TULSA OKLAHOMA 


Warren division of 


Mr. Griffin’s | 


cost per thousand. Experienced advertisers in this specialized field have proven for them- 
selves the pulling power of this leading magazine in the 5 billion dollar sportsmen’s mar- 
ket. Prove for yourself that the new Hunting & Fishing is by every measurement the most 
powerful advertising medium of its kind now being offered to American advertisers! 


GET THE FACTS 
AND YOU'LL BUY 


SAN FRANCISCO + 57 Post St. » SU 1.5568 
LOS ANGELES * 2330 W. Third St. » DU 7-4388 


NEW YORK + 55 W. 42nd St. + CH 43740 
BOSTON + 140 Federal St. + HA 6-1913 MIAMI BEACH + 420 Lincoln Road » 58-0269. 
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; Keep Your Eyes On Charleston, S. C.! 
CHARLESTON’S 
’ 


—_— ~~ ——— 


1,000,0 00 men of 
influence can be influenced 
in The ELKS Magazine 


—— — 


When your institutional message or product story is un- 
folded before more than 1,000,000 Elks, you are reach- 
ing one of America’s most selective male mass markets. 
In over 1580 communities, Elks rate as men of influence 
—51.9% are business owners... 46.1% are administra- 
tive and operating executives ...11.6% are professional 
men. The Elks is their magazine, fraternal in nature, 
national in scope, high in editorial excellence. Schedule 
The Elks to sell your ideas as well as your products. 


| j 
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New York + Chicago + Los Angeles + Detroit + Seattle | 


+ 


73% of Automobiles 
Used for Business, 
‘Auto Facts’ Shows 


Detroit, Aug. 23—-Nine out of 
ten passenger cars in the U. S. 
are used each week for purposes 
of earning a living, shopping or 
both. 

This and another thousand facts 
are listed in the 80-page 1951 edi- 
tion of “Automobile Facts and Fig- 
ures,” annual statistical handbook 
of the automotive industry soon 
to be issued by the Automobile 
Manufacturers Assn. 
| Features in the 31st edition are 


‘highlights of a comprehensive 
|survey of passenger car use in 
America, made early this year. 


| These include: 

| 1. During an average week, 73% 
of the nation’s private automobiles 
are used for traveling to and from 

| jobs, conducting business or doing 

| work on the farm. 

2. Shopping during the week 
puts 53% of the cars to work. 

3. A total of 22,000,000 passenger 
cars are used each week for earn- 
ing a living; 16,000,000 for shop- 
ping. 

4. Some 27,500,000 persons in 
the U.S. use passenger cars daily 
in earning a living. 

5. Forty-five per cent of all em- 

| ployed persons use a passenger 
car in connection with their work. 

6. More than 28% of adults liv- 
ing in households without cars 
nevertheless ride in cars every 
day. Of 9,500,000 such persons, 3,- 
700,000 ride to work daily; 1,300,- 
000 obtain a ride for shopping. 


Chertok TV Corp. Formed 


Charles K. Feldman, president of 
| Famous Artists Agency, and Jack 
Chertok, president of Apex Film 
Corp., have formed Chertok TV 


: METROPOLITAN 
COUNTY AREA 


Leads the State in 


% RETAIL FOOD SALES 
($31,560,000) 


* NET EFFECTIVE BUYING INCOME 
($190,585,000) 


% SURPLUS OF E.B.1. OVER RETAIL SALES 
($65,488,000) 


*% 10 YEAR POPULATION GAIN — 36.1% 
(164,856, increase of 43,751 since 1940) 


% NUMBER OF FAMILIES 
(47,600 families in Charleston County) 


*® According to Official Figures in Sales Management's Annual Survey 


of Buying Power and Final 1950 U. S. Census Figures 


Prosperous, growing Charleston County forms 
the Charleston County Metropolitan Area 
and Charleston is the County Seat. 


THE CHARLESTON EVENING POST 


Zhe News and Courier | 
CHARLESTON, SOUTH CAROLINA 
REPRESENTED BY THE JOHN BUDD CO. 


Production & Distribution Corp. at 
971 
The two film producers, using Fa- 
mous Artists’ talent in their pro- 
ductions, will promote their films 
in a manner similar to campaigns 
for motion pictures. New York of- 
fices are in the French Bldg. 


Names Clifford Reckling 

American Agency Bulletin has 
appointed Clifford Reckling, for- 
merly with Koster, Dana & Co., 
as advertising manager and assist- 
ant director of promotion and pub- 
licity. He succeeds Ambrose W. 
Hussey, who will become advertis- 
ing representative for Ahrens Pub- 
lishing Co., New York. 


Spier Joins ‘Apparel Arts’ 

Jesse Spier, formerly with 
Hearst Advertising Service, has 
joined Esquire’s Apparel Arts as 
advertising manager. Bernie Mil- 
ler, eastern advertising manager, 
will assume additional administra- 
tive responsibilities under a re- 
vamped and expanded organiza- 
tional setup. 


Heaven Hill to Kopmeyer 

Heaven Hill Distillers, Bards- 
town, Ky., has appointed M. R. 
Kopmeyer Co., Louisville, to han- 
dle advertising for his Old Heaven 
Hill straight bourbon’ whisky. 
Newspapers, trade publications, 
outdoor and direct mail will be 
used. 


Cook Leaves Ray-O-Vac 

Following the departure of D. 
M. Cook from the post of mer- 
chandising manager, merchandis- 
|ing and advertising of Ray-O-Vac 
|Co., Madison, Wis., are being han- 
dled temporarily by J. A. MclIinay, 
general sales manager. 


| 

|TV Series Available 
Television Screen Productions, 

| New York, has completed 39 epi- 

sodes of “Jim and Judy in Tele- 

Land,” a five-minute animated 

children’s show. 


WSCR Joins NBC 

Station WSCR, 1,000-watt (day) 
and 500-watt (night) Scranton, 
Pa., station, will become the 176th 
bey of the National Broad- 


casting Co. radio net on Sept. 30. 


N. La Cienega, Los Angeles. | 


as 


Advertising Age, August 27, 1951 


Paul Indorf has a new customer for the Procter & Gamble prod- 
ucts for which he is a copywriter at Dancer-Fitzgerald-Sample. Her 
name is Janet Lenore, the Indorfs’ third child... . 

There’s a motley crew on Long Island Sound every weekend 
during the dog-days of mid-summer, when Publisher Red Motley 
invites members of Parade’s New York staff to join him on board 
the “Marcia.” The women stay on land for a luncheon at Sherry’s.. . 

Benton & Bowles President William R. Baker Jr. has been named 
chairman of the public information committee of the 1951 New 
York campaign of the Crusade for Freedom. . .The George Cranstons 
(he’s manager of WBAP, Fort Worth) plan to visit their son, Maj. 
Robert Cranston, who’s attached to Gen. Eisenhower's staff in Paris, 
while on their European vacation. . . 

A. E. Joscelyn, president of the Southern California Broadcasters 
Assn. and director of operations, CBS, Hollywood, has been named 
broadcasting representative on the Greater Los Angeles committee, 
American Relief for Korea Inc., by film executive Dore Schary, 
chairman... 

Laurie and Maureen Ross (the Mr. and Mrs. team), who run their 
own advertising agency in Portland, Ore., left Aug. 17 for their 
first vacation in four years—touring Yellowstone Park and the 
Jackson Hole country in Wyoming... 


BIGGEST— Wally Cooper (left), production manager at Anderson & Cairns, New 

York, is a man who produces—on and off Madison Ave. As evidence, there's that 

96 Ib. white marlin—largest of the year at Montauk, L. |.—he landed after a 22- 
minute battle. Wally used 15 thread Gladdings “Donegal.” 


Sandy Saunders, farm director of Station WKY, Oklahoma City, 
and Mrs. Saunders have adopted a week-old baby. The boy’s name 
is Lynne Charles. . . 

Richard Hodgson, head of Chromatic Television Labs, New York, 
and director of TV development for Paramount Pictures, has been 
named consultant to Gen. Vandenberg, Air Forces chief of staff. . . 

R. Main Morris, asst. mgr. of KLZ, Denver, captained the Wol- 
hurst Skeet Club team which won the annual Lowry Air Force Base 
skeet tournament... And Kay Bush, media and radio-TV buyer at 
Buchanan & Co., Chicago, is just getting over a shiner won in a 
contest with a swinging boom while sailing in Detroit waters with 
Harold Stebbins, art director of Maxon, and his wife... 

The Milwaukee Journal calls attention to the fact that the Frank 
Birchs run a two-headed household. Mrs. Birch has been president 
of Photoart Visual Service Inc., for a long time, and Frank has re- 
cently been elected president of Klau-Van Pietersom-Dunlap As- 
sociates. . . 

Charles E. Eyles, president of Richard A. Foley Ad Agency, Phila- 
delphia, is sporting a new gold key given him by the Benjamin 
Franklin chapter of Alpha Delta Sigma at Penn State to signify out- 
standing service to young people preparing for a career in advertis- 
ing... 

Fast is the word for Sam Owen, of the copy and contact staff of 
Marsteller, Gebhardt & Reed, Chicago. Following a first place in 
his class and first place in the free-for-all at the year’s final regatta, 
he now holds the Mississippi Valley Power Boat racing champion- 
ship, as well as the 40-year-old Webb Trophy, formerly won by such 
men as Gar Wood and Guy Lombardo. . . 

Rex Buzan, classified ad mgr. of the Journal, Portland, Ore., has 
been elected president of the Leaders’ Club... And John D. Scheuer 
Jr., operations assistant to the g.m. of the Philadelphia Inquirer sta- 
tions, has added a membership on the p. r. committee of the Phila- 
delphia Hospital Council to his non-paying jobs... 

Wesley I. Nunn, ad manager of Standard Oil Co. (Indiana), got 
half a column in the “Tower Ticker” department of the Chicago 
Tribune, in which he was credited as the man who popularized the 
safety slogan, “The life you save may be your own.” Wes is the vol- 
unteer director of the Ad Council’s “Stop Accidents” campaign in 
cooperation with the National Safety Council... 

Frank Frazier, executive director of the Direct Mail Advertising 
Assn., is mighty proud of son Malcolm, who graduated from Wil- 
liams College as valedictorian of his class. A summa cum laude 
student, Malcolm is now a physics instructor at MIT, where he is 
doing graduate work toward a Ph.D... 

“He has dark eyes. ..I saw him. I think they’re blue—no—maybe 
they’re brown. Anyway, they’re dark. Cute kid.” Thus Ted Brown, 
WMGM early morning disk jockey, rambles on these days, referring 
to his new son, presented to him by the gal he calls “Loudmouth” 
or “Redhead.”. . - 

Mrs. Viola Noble, ad director of Clarke's specialty store in Tulsa, 
and two-time winner of the Direct Mail Advertising Assn.’s “best 
of industry” rating in the retail field, has been named general chair- 
man of the annual community chest drive in that city—an honor for 
the third straight year... 

Evelyn Carroll, in the international division of Bristol-Myers Co., 
took first prize in the direct mail advertising promotion contest run 
by Pan American Broadcasting Co. recently. Jacqueline Da Costa 
of Morse International received a special consolation prize. The 
riddle was “RC plus 4 equals CR ding ding.” The answer: Radio 
Ceylon plus four beams equals cash register ringing up sales.”.. 
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Special Weeks 
Taken in Stride 
by Small Dailies 


FRANKFORT, Ky., Aug. 21—Only 
mild interest among non-metro- 
politan newspapers in special pro- 
motional days and weeks is re- 
vealed in a survey appearing in 
the current igsue of Publishers’ 
Auxiliary, published here. 

But encouragement is offered 
promoters of these events by the 
69% of respondents who affirmed 
that they “could sell more ads if 
more information was supplied.” 

On the question of when these 
promotions are celebrated, the 
magazine computed that “week- 
lies favored release prior to the 
week in 59.8% of the cases as com- 
pared to 38.3% during, while 
dailies favored observation during 
the week in 82.2% of the cases, 
with only 11.3% favoring prior 
release.” 

The biggest surprise of the poll 
came from Clean Up-Fix Up-Paint 
Up week, which discounting 
Christmas, is the most popular 
promotion among dailies (93.2%), 
third most popular among week- 
lies (86.1%), and ranks only be- 


d New Year's in acclaim from 
al r¢spondents. 


@ The study, prepared by George 
Bechtel, editor of Publishers’ 
Auuviliary, is based on a survey of 
10st 10,000 grassroots daily and 
Sony publishers, which drew 997 
able replies. It notes “that 78.7% 
= smaller papers sell a few 
s because of 
~™ sell many 

] none at all.” 

n order to check publishers’ 
ferences, the publication sent 
ajlist of special promotions that 
Bs so complete that several re- 
cp reportedly kept them for 
r@erence. Events from National 
aut & Frankfurter week to Mac- 
aed birthday were included 
afhong the 260 that got sufficient 
r@ponse to be listed in the article 
The article reports the 11 most 


these 
ads, 


promotions; 
and 9.3% 


pé@pular celebrations as 

Ij New Year's Day 88.6 
2)Clean Up-Fix Up, Et« 87.6 
March of Dimes 86.2 
4)Mother's Day 82.4 


Ramed by Industrial Rayon 


5. Boy Scout Week 72.0 
6. Fire Prevention Week 71.0 
7. New Year's Eve ...........<ccevss0 64.7 
8. Graduations 59.8 
9. Memorial Day 59.8 
10. St. Valentine’s Day 59.8 


@ It is pointed out that dailies and 
weeklies prefer the same _ ten 
events, except that dailies favor 
Memorial and St. Valentine’s days 
over Independence day and grad- 
uations, which were chosen ninth 
and tenth, respectively, by week- 
lies. 

“There was considerable evi- 
dence of a detached interest in spe- 


cial promotion weeks shown in this | 


study,” the article comments. Sup- 


porting this view is the volume of | 


response. While Auriliary polls 
usually draw from 25% 
replies, this one, to almost 10,000 
newspapers, drew only an approx- 
imate 1,100 replies of which 977 
were complete enough for statisti- 
cal use. Opposition to special 
weeks was expressed in several 
negative replies.” 

The gist of these replies is that 


| 


to 60% 


A typical response quoted by 
the magazine: “Most of these 
‘weeks’ are weak-weak ideas for 
promotion, that is. Many idiotic 
tie-ins only make advertisers ad- 
vocate the whole year as ‘leave us 
alone week.’” (A look at the data 
shows that this publisher is not 
alone in his preference. One and a 
half per cent of weeklies and 1.9% 
of dailies expressed interest in Na- 
tional Leave Us Alone week.) 


es Among other reasons advanced 
by respondents for not celebrating 
these events are that money ad- 
vanced for them merely reduces 
advertisers’ normal space buying; 
small communities are not promo- 
tion minded; advertisers feel that 
the events are shakedowns; busi- 
ness is good enough; there is not 
enough immediate sales response 
to satisfy advertisers; information 
about getting mats and other ma- 
terials is lacking; many papers do 


| not actively solicit advertising and 


special promotions glut the calen- | 


| dar. 


lack of help precludes the extra 
selling needed. 


special promotions, the article 
counters that “there were positive 
statements, too—and they were 
just as positively stated.” 

Included are: “Many merchants 
who are adamant in their refusal 
to run regular advertising will 
buy special event advertising”; 
“When a paper gives columns of 
publicity to local events, the mer- 
chants give support to the events 
in special advertising’; “Every 
special day or week can be cap- 
italized upon—both financially 
and editorially.” Also: “The town 
is not large and my predecessors 
were not advertising conscious, so 
it has been an education program 
that, after 10 months, is beginning 
to take hold”; “The best way to 
|use it is not to overwork it... but 


to pick out what fits your neigh- | 
borhood best and plug it as often | 
as you can make it stick,” and! 
“These special weeks bring 10% 
to 20% more ads.” 


Ziegler Backs TV Show ? 
George Ziegler Candy Co., Mil- 


Advertising Age, August 27, 1951 


“Pooch Parade” segment of 
“Jimmy’s Junior Jamboree” over 
Station KSTP-TV, Minneapolis. 
The program, seen Thursdays from 
5 to 5:15 p.m., was bought through 
Mautner Agency. 


Fisher Re-labels Beer Bottles 

Fisher Brewing Co., Salt Lake 
City, has extended, to its bottled 
beer, use of the prize-winning 
canned beer label designed last 
year by its agency, Gillham Adver- 
tising Agency. Accompanying ad 
copy plugs “A brand new iabel... 
for a fine old brew.” 


Hochhauser Named S. M. 


Edward Hochhauser, who joined 
the company in January, has been 
named sales manager of Associ- 
ated Program Service, New York, 
a division of Muzak Corp. He suc- 
ceeds Bert Lown, who resigned. 


Hume Names Gulick S. M. 


Frank W. Gulick, formerly ex- 
ecutive secretary of the Canton, 
Ill., Chamber of Commerce, has 
been named sales manager of the 
farm equipment division of H. D. 


After listing these criticisms of waukee, has signed to sponsor the Hume Co., Mendota, III. 


Bell-Ringer in BRIDGETON... 
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When is 5,000 watts more than 5,000 watts ? 
When it’s first on the dial! Operating at 560 
kilocycles, WFIL's 5,000 warts provide coverage 
equal to twenty times the power at double the 
frequency . . . 100,000 watts at 1120 kilocycles. 


Bridgeton's Liberty Bei! 


rang tidings of freedom in 1776 


WFIL BLANKETS BRIDGETON... 


Bridgeton’s history goes back to 1716. But you don’t have to 
go that far to realize that Bridgeton is a market worth having. 
Political center of New Jersey's leading farm county, seat of 45 


manufacturing plants, home for more than 18,000 people... 


Bridgeton today sells $28 million worth of goods through 356 


I. T. Meyer has been named vice 
president in charge of manufacturing 


TF ie tadeceddl Geren Com. Ghee retail outlets. Back up your merchandising with a voice that 


land. Getting ahead in business like 
Mr. Meyer are thousands of regular 
Wall Street Journal readers through- 
: out the nation—executives and their | 
" aides who make or influence decisions 
on planning, production, selling and 
buving. 


carries —W FIL. Its penetrating signal regularly pulls two-thirds 


of Bridgeton’s radio families . . . and 58 per cent of all radio 


homes in prosperous Cumberland County. Schedule WFIL. 
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Advertising Age, August 27, 1951 


Michigan ‘Viewdents’ 


Like TV Courses; 


2,000 Ask University to Continue Them 


Derroir, Aug. 21—Television 
has passed the test as an educator. 

Enthusiastic support for college 
courses by television has been giv- 
en the University of Michigan 
“telecourses,” in a survey of its 
2,000 TV students. 


Interest in the six courses given 


last fall and spring over WWJ-TV, 
Detroit, cuts across all age groups, 
according to student question- 
naires. Just over half of the regis- 
trants were under 40 and a little 
less than half were over that age. 

All of the students answering 
the survey indicated they want 
the courses continued. More than 
one-third of the students returned 
questionnaires. 

Televised courses in different 
subjects will be given again in the 
fall, said Garnet R. Garrison, uni- 
versity director of television, who 
produced the programs. 


@ The group of television students, 


the “viewdent body,” was almost 
evenly divided between men and 
women (1,001 women and 937 
men). Many registered for more 
than one course to bring the total 
registration to 2,307. 

Surveys by WWJ-TV indicated 
that the program had an audience 
of about 100,000 viewers. One of 
those who signed up for “Retail- 
ing and the Customer” was the 
owner of three retail variety stores. 
Two physicians registered for the 
course in “Human Biology.” “Liv- 
ing in the Later Years,” designed 
to interest people in preparing for 


retirement, had two high school | 


pupils registered. 

A fee of $2 was charged for the 
14-week courses and $1 for seven- 
week courses. 


M. A. Buell Named S. M. 


M. A. Buell has been appointed 
sales manager of Roofers Supply 


.Co., Toronto. 


Yankees Don’t Pay ‘Times’ 
Writer's Bills: Sulzberger 


In its Aug. 13 issue AA reported 
on an article in Forbes which 
stated that the New York Yankees 
baseball team pays the travel ex- 
penses of a New York Times 
writer who accompanies the team 
on the road. 

Arthur Hays Sulzberger, pub- 
lisher of the Times, has informed 
AA that this is not true. In a let- 
ter to B. C. Forbes, editor and pub- 
lisher of Forbes, Mr. Sulzberger 
says in part: “Some years ago we 
asked the three major league ball 
teams which we regularly cover 
to bill us for transportation and 
hotel accommodations of our cor- 
respondents and this has been done. 
Other miscellaneous expenses of 
the correspondents are paid di- 
rectly by the New York Times.” 


Al Weisman Joins ‘Ebony’ 


Al Weisman, formerly assistant 
public relations director of the 
Los Angeles Community Chest, has 
joined Johnson Publishing Co., 
Chicago, as promotion director of 
Ebony, Tan Confessions and Negro 
Digest. 
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Drug Stores’ Importance in Cosmetic Sales 
Has Increased Since ‘49, Dell Discloses 


New York, Aug. 21—Drug stores 
have increased in importance as 
cosmetics outlets since 1949, with 
the largest gains for purchases of 
individual cosmetics items of any 
type store, according to Dell Mod- 
ern Group’s 17th “Survey of 
Beauty.” 

The report presents comprehen- 
sive figures on 56 varieties of cos- 
metics products over a 14-year 
period, based on a study of buy- 
ing habits of readers of the Dell 
Modern publications. 

No significant change in the po- 
sition of department stores since 
1949 is indicated in the survey. 
However, variety stores have lost 
ground in the past two years. 


se The report discloses a continu- 
ing rising price trend, with 1951 
median prices generally higher 
than those of 1949. Greatest rises 
in the past two years have been 
for hair rinses (50.7%) and depila- 


C. F. SEABROOK, Farmer—Leader 
in a leading farm county, Seabrook 
Farms gtows and packs fine frozen 
t s Cumberland County farmers 
t, gross $37,000,000 a year 


AND THE 14-COUNTY TRADE AREA 


You get the most for your radio money in Bridgeton with WFIL. 
And it’s the same story throughout Philadelphia’s vast 14-County 
Retail Trading Area, where WFIL’s signal is strongest. It’s 
America’s 3rd market because here are 4,400,000 people, more 
than $6 billion in purchasing power, a high income level ($5,345 
per family). It’s yowr market when you sell through WFIL, reg- 
ular stop on two out of three dials in this rich, sales-producing 
zone. And WFIL brings you in a winner, too, in a huge bonus 


area reaching way beyond the 14 counties. Schedule WFIL. 


HAROLD W. SALBIRNIE, Drugeist 
—Bridgeton drug stores are social 


centers, too. Establishments like 
H_ H. D. Balbirnie and Son sell 
$517,000 worth of goods a year 


MARY B. ROBERTS, Farmer's Wife 
. Sell her! For Bridgeton-area tarm 
tamilies average $11,256 in annual 
retail spending 
more than the national tarm average 


— Bridgetonians 


165 per cent dealers like Mr 


and ALL of America’s 3rd Market 


J. ELMER MULFORD, Auto Dealer 


spend $5,126,000 


a year on automobiles, buy from 


Mulford, treasurer 


of Elmer D. Mulford, Incorporated. 


tories (40.5%). 

Among the exceptions to the 
general price trend are sunburn 
preventives, which have dropped 


7%, and hair oils, which are down 
4.3%. 
| The sharpest decrease in the 


number of sales of items has been 
in the 10¢-and-under range; great- 
est gains were recorded in the $1- 
and-over classification. 
| The 80-page survey shows each 
of 56 cosmetics items by popularity 
| of brand, and also indicates brand 
preference by income groups, city 
size and type of retail outlet 


Zurbuchen Joins Bullock's 


Rose Zurbuchen, formerly an 
account executive with Ross Ad- 
vertising, Portland, Ore., has been 
appointed public relations direc- 
tor of Bullock's downtown store, 
Los Angeles. 


Van Arsdale Joins Rumrill 


J. R. Van Arsdale, formerly v.p. 
of Schuyler Hopper Co., has been 
appointed head of plans and copy 
| for the trade, class and industrial 

division of Charles L. Rumrill & 
Co., Rochester agency. 


Cooligan Jr. Opens Agency 
James J. Cooligan Jr. has re- 
signed as commercial manager of 
Station WOLF, Syracuse, to form 
his own advertising and publi¢ere- 
lations concern in the Denison 
Bldg. there. 


Scrivenor Joins Graceman 


Arthur Scrivenor Jr., formérly 
| v. p. in charge of sales of Merriam 
| Mfg. Co., has been appointed chief 

of product and market develpp- 
ment of Edward Graceman & As- 
| sociates, Hartford. 


|Fairmont Boosts Ingraham > 
| Fairmont Foods Co., Omaha, has 
promoted W. F. Ingraham, _ 
tant general sales manager, to Ba- 
tional manager of chain store and 
institutional accounts. : 


Produces Sports TV Films — 
| “Speed Classics,” a TV film Be- 
ries of U.S. racing events, is be- 
ing produced by Dynamic Films, 
New York. The series is adap 
for 15- or 30-minute programming. 


Rochester Gas Boosts Brady 
James J. Brady, chief advertis- 
ing copywriter of Rochester Gas 
& Electric Corp., has been pro- 
moted to assistant ad manager. 


It's "TOPS" in its trade 


HOME 
FURNISHINGS 


... the only “how to” 
business magazine 
devoted solely to 
helping retailers move 
more home furnishings. 


@ 


Specialized 


TRADE PUBLICATIONS 
1170 Broadway, N.Y. 1, MU 3-8700 
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Only 7 Items Available in All Knoxville 


Groceries, ‘News-Sentinel’ Survey Shows 


ya KNOXVILLE, TENN., Aug. 21—On- 
ly seven items out of more than 60 
different classifications of grocery 
store products in the Knoxville 
market are available in all of the 
city’s 500 retail grocery outlets, 
according to the Knoxville News- 


| geographic location as well as be- 

ing made up of a proportionate 
number of large, medium and small 
stores. 

The everywhere-available items 
listed in the survey are: Kern’s 
and Sunbeam (Swan's) bread; 
Jell-O; Pet milk; Clabber Girl bak- 
ing powder; Faultless starch, and 
Karo syrup. 


tion survey. 

In making its annual check, the 
paper personally contacted a 50- 
store cross-section of the 500 re- 
tail outlets in Knoxville. The gro- 
cery stores, located both in the 
city and adjacent suburban areas, 


Sentinel’s annual grocery distribu- were chosen on the basis of their @ A high percentage of stores 
— (98%) carried Coca-Cola, while 
Royal Crown was in 94% of the 


stores and Pepsi-Cola in 76%. 

As might be expected, a local 
coffee, JFG, led in store place- 
ment, with 96%; Maxwell House 
was second, at 86%, and Chase & 
Sanborn showed up in 82% of the 
stores. 

Complete copies of the survey 
are available from the newspaper. 


a: now over l, of 
the Nation’s cars here 


te, VA ie More than 151% MILLION cars and 
trucks registered in the big 19-state 
market which you sell through Wester Reopens in Chicago 
Carl Wester & Co., Hollywood 
radio-TV film packager, has re- 
opened its Chicago production of- 
fice, at 221 N. LaSalle St. 


Thermador to West-Marquis 


Thermador Electrical Mfg. Co. 
and Norris-Thermador Corp., Los 
Angeles, have appointed West- 
Marquis to handle advertising of 
their appliances, heaters, and bath- 
room and kitchen fixtures. News- 
papers and national and regional 
magazines will be used. J. C. Fel- 
lows Co. is the former Thermador 
agency. 


Atlantic Backs Pro Football 

Atlantic Refining Co., Philadel- 
phia, through N. W. Ayer & Son, 
has contracted to sponsor fall tele- 
casts of 10 Cleveland Brown pro 
football games and five games 
each of the Philadelphia Eagles 
and Pittsburgh Steelers. Co-spon- 
sors are being considered for some 
of the games. 


Clarke to Laundry Group 

John E. Clarke, formerly as- 
sistant ad and sales promotion 
manager of Lucien Lelong Inc., 
has been appointed assistant sales 
and ad manager of the American 
Institute of Laundering, Joliet, 
Ill. 


) HEAVIESTHITTER 
=| inthe Southwest 
= regardless of city size! 


f It's not how many times you're at bat that counts — it’s 
how many hits you get that wins ball games — and sales! 


a So keep your eye on the ball and remember that ONLY 
ONE newspaper in the Southwest has a Sunday circula- 
tion’ batting average of well over a quarter of a million 
families — The Sunday Oklahoman! 


MORNING 146,901 
COMBINED 


263,179 


OKLAHOMA CITY 


Yagazine 


THE DAILY OKLAHOMA 


. 


EVENING 116,278 


TIMES 


ROP COLOR 


Full color will be available daily and 
Sunday this fall. Until then we con- 
tinue to offer one and two-colors and 
black. 


The Sunday Magazine section of The 
Daily Oklahoman leads the league in 
the Southwest in the number of homes 
reached. It leads in reader interest, too, 
because it's locally-edited, locally-print- 
ed... gives its readers what they want. 
Ask your Katz representative for success 
stories. 


THE OKLAHOMA PUBLISHING CO. * THE FARMER-STOCKMAN * WKY-TV, OKLAHOMA CITY * Represented by THE KATZ AGENCY, INC. 


*Indicates first listing in this column 


Sept. 5-8. National Assn. of Photo- 
Lithographers, annual convention and ex- 
hibit, Statler Hotel, Buffalo. 

| Sept 8-9. Midwestern Advertising 
| Agency Network, quarterly meeting, Bis- 
marck Hotel, Chicago. 

*Sept. 14-15. Seventh District, Adver- 
tising Federation of America, Hotel Pea- 
body, Memphis. 

Sept. 17-18. Pennsylvania Newspaper 
Publishers’ Assn., annual classified clinic, 
Roosevelt Hotel, Pittsburgh. 

Sept. 17-21. Premium Advertising Assn 
of America, New York Premium Cen- 


tennial Exposition, Hotel Astor, New 
York 
Sept. 23-26. Western States Classified 


Conference, Hotel Santa Rosa, Santa Rosa, 
Cal 

Sept. 23-28. Advertising Specialty Na- 
tional Assn., annual convention and Spe- 
cialty Fair, Palmer House, Chicago 

Sept. 24-26. Southern Newspaper Pub- 
lishers Assn., Arlington Hotel, Hot 
Springs, Ark. 

Sept. 24-26. Assn. of National Adver- 
tisers, annual meeting, Hotel Plaza, New 
York 

Oct. 4-5. Continental Advertising Agen- 
cy Network, 19th annual meeting, Phila- 
delphia 

Oct. 5-6. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg 

*Oct. 5-7. Second District, Advertising 
Federation of America, Sterling Hotel, 
Wilkes Barre, Pa 

*Oct. 7-9. Tenth District, Advertising 
Federation of America, Washington-You- 
ree Hotel, Shreveport, La 

Oct. 11. National Assn. 
Publishers, fall meeting, 
Country Club, Rye, N. Y¥ 

Oct. 13-16. Mail Advertising Service 
Assn., 30th annual convention, Schroeder 
Hotel, Milwaukee 

Oct. 15-16. Boston Conference on Dis- 
tribution, 23rd annual forum, Hotel Stat- 
ler, Boston. 


of Magazine 
Westchester 


Oct. 15-16. Inland Daily Press Assn 
67th annual meeting, Congress Hote! 
Chicago 

Oct. 17-19. Direct Mail Advertising 
Assn., 34th annual conference, Hotel 
Schroeder, Milwaukee 

*Oct. 19-20. Fifth District, Advertising 
Federation of America, Fort Hayes Hotel, 
Columbus, O. 

Oct. 22-23. Agricultural Publishers 


Assn., annual meeting, Chicago. 

Oct. 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler, 
Boston. 

Oct. 25-26. Audit Bureau of Circulations, 
annual meeting, Congress Hotel, Chicago 

Oct. 25-27. Advertising Typographers of 
America, 25th annual convention, Hotel 
Nacional, Havana, Cuba 

*Oct. 27-28. Intercity Conference of 
Women's Advertising Clubs, AFA, To- 
ledo, O 

Oct. 28-31. Life Insurance Advertisers 
Assn., annual meeting, Williamsburg, Va.. 

*Nov. 12-13. First District, Advertising 
Federation of America, Boston 

Nov. 12-15. Financial Public Relations 
Assn., annual convention, Hollywood 
Beach Hotel, Hollywood, Fla 

Nov. 18-19. National Business Publica- 
tions, annual meeting, Drake Hotel, Chi- 


cago 
Nov. 18-20. National Newspaper Pro- 
motion Assn., central region meeting, 


Edgewater Beach Hotel, Chicago 

Nov. 20. Controlled Circulation Audit, 
annual meeting, Drake Hotel, Chicago 

Dec. 27-29. American Marketing Assn., 
winter conference, Hotel Kenmore, Bos- 
ton 

Jan. 25-26. 1952. Assn. of 
Advertising Managers, St. Louis 

June 8-11, 1952. Advertising Federation 
of America, 48th annual convention and 
exhibit, Waldorf-Astoria Hotel, New 
York 

June 29-July 2, 1952 
trial Advertisers Assn 
Palmer House, Chicago 


Railroad 


National Indus- 
annual conference 


Platt Opens in Los Angeles 
Platt Petroleum Publications, 
Cleveland, has opened a West 
Coast office at 416 W. 8th St., Los 
Angeles. Frank Breese, formerly 
in the promotion department of 
the Los Angeles Mirror, has been 
named to head the operation. 


Kennett Keeps WICC Post 


Robert L. Kennett, manager of 
Stations WICC, Bridgeport, and 
WONS, Hartford, both Yankee 


Network outlets in Connecticut, is 
now devoting his full time to the 
Bridgeport station. 


KGW Wants FM License Back 

Station KGW, Portland, Ore., 
has applied to the Federal Com- 
munications Commission for re- 
activation of the FM license (95.3 
meg.) which it voluntarily dropped 
| Feb. 1, 1950. 
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SINCE 1943 THE 


| 0 A 
ut CHICAGO DAILY NEWS 


oo? HAS A CONTINUOUS 
RECORD OF... 


OUTSTAN DING GAI NS! 


TOTAL DISPLAY 


ADVE 


oo? 


-——| Net Paid Circulation First Sy 
6 Months of 1951. 554,188 | Total Display Advertising First 
Up 10,877 over 1950 1tsee 6 Months in 1951.....8,603,156 | | 
& 


Up 142,839 Lines over 1950 |-— 


10,000 
9,500 
, oni \) 
1943 1944 1945 1946 1947 1948 1949 1950 1943 1944 1945 1946 1947 1948 1949 1950 
Trend in Circulation of the Chicago Daily News ... Since 1943 Trend in Total Display Advertising in the Chicago Daily News ... Since 1943 
Average Net Paid Circulation UP Total Display AdvertisingLinage UP 


from 413,640 in 1943 to from 9,098,650 Lines in 1943 to 


547,255 16,764,699 Lines 


in 1950 in 1950 


CHICAGO DAILY NEWS 


DAILY NEWS PLAZA: CHICAGO 


LOS ANGELES OFFICE: 
NEW YORK OFFICE: DETROIT OFFICE: Story, Brooks & Finley, Inc. 
9 Rockefeller Plaza Free Press Building 1651 Cosmo Street 
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Republic Sells First-Run 
Films to KTTV, Los Angeles 

In what is claimed to be the 
largest sale of motion pictures for 
telecasting, Station KTTV has 
purchased rights to first-run show- 
ings in Los Angeles of 175 films 
produced by Republic Pictures. 
The films were the first release to 
television of Republic’s product, 
and all films are new prints, es- 
pecially re-edited for television. 

Most of the pictures are west- 
erns, but none with Roy Rogers 


or Gene Autry are included. 
Rogers recently entered a_ suit 
against telecasting of his mo- 
tion pictures (AA, July 2), and 
Autry has said he will do so if 
necessary. The sale was made 
through Hollywood Television 
Service, a Republic subsidiary. 


Owl to Show Rams Games 
Owl-Rexall Drug ¢ Los An- 
geles, has signed to onsor live 
broadcasts of all games of the Los 
Angeles Rams professional foot- 


ball team on Station KMPC, Los 
Angeles. The games will also be 
carried by the Liberty Broadcast- 
ing System. Batten, Barton, Dur- 
stine & Osborn is the Owl agen- 
cy. 


Blume to Wyandotte Chemicals 

Paul W. Blume, formerly sec- 
retary and director of develop- 
ment of Michigan Chemical Corp., 
has joined the market develop- 
ment staff of Wyandotte Chemicals 
Corp., Wyandotte, Mich. 


. 


in Chicago it's Urban, 
Mid-Urban. Suburban 


. you haven't sold CHICAGO 
until you've sold all-3 TOGETHER™ 
with Car Carps, TRAVELING 
DispLays, PLATFORM Posters. 


Chicago Car Advertising Co. 
333 N. Michigan, Chieago 
500 Fifth Ave. N.Y. C. 


WATAI 


NEW SOX BOX—Adler Co.'s new carton 
will carry its line of men’s socks this fall 
as its advertising campaign gets under 
way in Collier's, Esquire, Good House- 
keeping, The New Yorker, Quick, The 
Saturday Evening Post and Sports Afield, 
plus the roto sections of the New York 
Times and Chicago Tribune. The Cincin- 
nati company’s agency is Ruthrauff & 
Ryan there. 


Isaac to Retail Jewelers 

Charles M. Isaac, manager of 
the domestic distribution depart- 
ment of the Chamber of Commerce 
of the U. S., has resigned as of 
Sept. 24 to accept the post of ex- 
ecutive v.p. of the American Na- 
tional Retail Jewelers Assn., New 
York, on Oct. 1. 


“Have you considered using Kimberly-Clark coated papers?” 


. 
T @ #86 US PAT OFF 


Fully-coated Kimberly-Clark Printing Papers will add crisp 


freshness and sparkling new eye-appeal to your reports, adver- 


tising pieces, brochures and house organ — often at remarkable 


savings in cost. Today —ask your buyer or printer to see new 


Hifect” Enamel. Trufect®, Lithofect’ Offset 


and 


Enamel 


Multifect”— and compare them with the paper he is now using. 


KIMBERLY- CLARK CORPORATION, NEENAH, WISCONSIN 


Advertising Age, August 27, 1951 


Howey Promoted to 


Hearst Consultant 


New York, Aug. 21—Walter 
Howey, supervising editor of the 
Hearst newspapers in Boston, and 
former editor of The American 
Weekly, has been appointed edi- 
torial consultant to the general 
management of the Hearst News- 
papers. 

In making the announcement, J. 
D. Gortatowsky, general manager, 
said that Mr. Howey, who is also 
one of the executors of the estate 
of the late William Randolph 
Hearst (AA, Aug. 20), will contin- 
ue as supervising editor of the 
Hearst newspapers in Boston 
American, Daily Record and Sun- 
day Advertiser—and will divide 
his time between Boston and the 
general offices here. 

W. R. Hearst Jr., publisher of 
The American Weekly, simultane- 
ously announced that Kenneth Mc- 
Caleb has been appointed editor 
of that publication. 

Mr. McCaleb leaves the editor- 
ship of the New York Mirror Sun- 
day Magazine, which will continue 
under the editorial direction of 
Jack Lait, assisted by John T. 
Thompson. Mr. Lait is also editor 
of the daily and Sunday Mirror. 


‘Tootsie Roll Aleck’ Joins 
Chunky Chocolate Corp. 

Aleck Abrahamson, formerly 
v. p. in charge of sales for Sweets 
Co. of America, has joined Chunky 
Chocolate Corp., 
New York, in a 
Similar capacity. 
r. Abrahamson 
been asso- 
ciated with 
Sweets for 20 
years and is pop- 
ularly known as 


“Tootsie Roll 
Aleck.” 
The Chunky 
company, which 
Aleck Abrahamson ‘Urns out a 5¢ 
chocolate bar, 


plans to bring out a 2¢ Chunky in 
a changemaker display. 


DuMont Names Three A.E.s 
Ralph H. Whitaker, formerly 
head of the Ralph H. Whitaker Co. 
agency, has been named an ac- 
count executive in the national 
sales department of DuMont Tele- 
vision Network. Other new a.e.s 
are: Ralph M. Baruch, who joins 
Station WABD from Sesac Inc., 
and Richard C. Dawson, formerly 
with Conde Nast Publications, 
who also joins WABD, New York. 


It’s “TOPS” in its trade 


CROCKERY & 
GLASS JOURNAL 


The only trade 
magazine in the field 
with ABC PAID 
coverage. No. 1 in 
pages of advertising... 
No. 1 in number of 
advertisers. 


Specialized 
TRADE PUBLICATIONS 
1170 Broadway, N.Y. 1, MU 3-8700 


a i ESS ee el ee Se 
3 . | 
a | 4 e — | 
i * > : ng : ‘ ! 
om < 
a >» me 2 : : : 
2 2 e 
: Shue, a er — isa: | “. - 
Bisa _ | | 
i a nn TT & 
: & \ GENIUS" i “ LS — SSS 
m) —/ or A sake SS 
a - ZA. | — 8° ) ; 
a KS ee . s t 
TO i eee Es 
oe ——— ef WW 7 / we BY 4 (7 OQ | 
4 = = ae) ) <7 \()) 5 GECIH\ A fi = | 
a Ti, ='$ [=X =A ess ss Bea we a 
as Uy, y Gg SSS NE (7s SS : 
q q Ne a) — | | 
wa 0 — _@& / f ‘p \ / 7 
Y ‘3 WHATS | Se [> Ye ; 4 a Cerd\| |= i | 
. <i, Be : © =— a ~ 
Ee BASS Se 
2 — _ y EN x = a 
| <i i BOYS) A= ) 

— ea alee oat _—— _ ifit’sa 
m\ i Pi br ey HAIRE @ 

; ~WER)\S ) wm, Te 
‘ NO ™\ = Pes S gue 

ae _ a ™ . 
ee! 

| ts em 
! Ss a a in 

ee 


4 


Hes _ 


important. 


nn 
active... 


(Awell-fenown sportsman) 


e reads 


Quick | 
—<— 


(resident of arailroad) 


—— 


Being President of the Wisconsin Central Railroad 
and active in sporting circles keeps Abraham Watner 
on the go constantly. That’s why Mr. Watner says: 


6¢ Keeping pace with the many rules and 
regulations of business today puts time at a 
premium. That’s why I never miss an issue of 
Quick. It is my streamlined reference to all 
the week’s news—from business to sports—and 
I read it from cover to cover.99 


More than 1,100,000 busy, alert people like Mr. Watner 
rely on Quick’s complete coverage and interesting 
delivery of the week’s news. In Quick, advertisers reach 
this growing and responsive audience with frequency 
and full-page impact at a modest cost—in fact, at 

by far the lowest cost per thousand.in the weekly field. 


| 
4 
{ 


GARDNER COWLES, EDITOR 


@ pocket-news magazine 
busy people depend on 


, | CIRCULATION—MORE THAN 1,100,000 
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A MARKET NOT DUPLICATED BY ANY OTHER 
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Class News Magazine | 
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First inttsfild in 19H 


443,385 


NEWS MAGAZINE 


As you would expect of America’s Class News 
Magazine, “U.S.News & World Report” has many “firsts” 


to its credit. 


Among the magazines commonly grouped as the 
“news and management field,” it is first in percentage 
advertising growth, first in percentage circulation 
growth, first in its use of “most voluntary” circulation a 


methods, first in usefulness to the reader. 


All of these “firsts” reflect one important basic fact: 

“U.S.News & World Report” effectively serves the needs 

of its readers. That’s why, in increasing numbers, people 

in the most important class in the country— people in positions 

of responsibility in business, industry, finance, the professions, 

and government — have turned to “U.S.News & World a 
Report” for the news of greatest importance to them in the 


conduct of their business and personal affairs. 


U.S.News | nhddin Qa 
& World Report | Aystinits field in 1951 


IN PERCENTAGE ADVERTISING GROWTH 
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WWRL Broadcasts in 13 Foreign Languages 
to Reach New York's Varied Populations 


Woopsipe, N. Y., Aug. 23—When 
Station WWRL started broadcast- 
ing 25 years ago next Sunday, the 
100-watt outlet here was on the 
air for three hours daily. All 
broadcasts were in English. 


Today, the station—now operat- 
ing on 5,000 watts—broadcasts 17 
hours a day, with 72 of its 119 


I'M LOOKING for 
A SPECIAL JOB... 


in an agency, 


radio, TV, retail 
adv... industrial 
adv., etc., where | 


can place any num- 

ber of top advertis- 

ing men who have 
filed with me for relocation. Write for 
my free “Avoilability Bulletin’. Numbers 
will represent applicants’ names. Please 
use your company letterhead. Confidential 

Jeanne, Advertising Personnel 
i Piacement Div 


5.9449 


| 1309 S. Detroit, Tulsa, Oklahoma 


weekly hours given over to broad- 
casts in 13 foreign languages. An- 
other 35 hours are devoted to pro- 
grams designed for New York 
City’s Negro audience—which 
amounts to some 800,000 persons. 

William H. Reuman, owner- 


founder of WWRL, had no idea,}| 


back in 1926, that the station he 
started in his living room studio 
would one day broadcast “in more 
foreign languages than any other 
of the nation’s stations.” 


es But the market potentialities of 
the huge and growing foreign-lan- 
fuage segment of the city’s popu- 
lation dictated the move. The first 
of these programs came in 1929, 
wren a German hour was pre- 
sented on alternate Sundays. 
Today, WWRL gives 341% hours 
a week to Spanish broadcasts, 16%: 
heurs to German, 8'2 hours to 
Czechoslovak, 4% to Greek, 2 each 
to Hungarian and Polish, 134 to 


SHORT COPY—Even Wilshire Blvd.’s speedsters can't miss this 


one-word poster currently plugging A. Sensenbrenner 


-SARTA FE CIGARS 


Sons’ 


Santa Fe cigars in Los Angeles. The red cut-out neon letters glow 
vividly at night (right). Agency is Hal Stebbins Inc. 


Russian, 1 each to Lithuanian, 
French and Jewish, three-quarters 
of an hour to Syrian, and half an 
hour each to Swiss and Ukranian. 
Among the national advertisers 
currently making use of what Mr. 
Reuman calls “WWRL's bulls-eye 
foreign-language and Negro pro- 
gramming” are Quaker Oats, Piel’s, 
Welch wine, Rem, BC headache 
powder, Jarman shoes, Helbros 
watch, Carolina rice and Lydia 
Pinkham. 
Schaefer 


@ Another § advertiser, 


beer, has been using the station for 
the past four years with an eye to 
reaching the German-speaking 
population in New York. Schaefer 
sponsors a half-hour weekly in 
addition to ten spots. “WWRL 
opened places for Schaefer where 
the beer had never been sold be- 
fore,” said Mr. Reuman. 

The station aired its first pro- 
gram for Negroes in 1942 and real- 
lv started cultivating that market 
heavily three years later. The word 
“Negro” is never used on the air, 
programs being mapped out for 


ST. PAUL 


Schuneman’s 


“Total store sales developed a 
13% ahead 
of the same week last year... 
18% ahead of the Federal Re- 


serve average for this city.” 


healthy increase .. . 


BOSTON 
R. H. White's 


“Our third store-wide Good 
Housekeeping promotion proved 
again that R. H. White's, plus 
Good Housekeeping, equals 


success.” 


ALTOONA 
Gable’s 


; “Every day of our Good House- 
keeping Week promotion ex- 
ceeded the sales of last year by 


ten to thirty per cent.” 


NASHVILLE 


Harveys 


"Sales gain almost double...” 


LOS ANGELES 
The Broadway, 
Department Store 


“The Good Housekeeping promo- 
tion gave our salespeople impetus 


for better selling.” 


SEATTLE 
The Bon Marche 


“The Good Housekeeping Seal 


always helps selling.” 


TORRINGTON 


The W. W. Mertz Company 


“Good Housekeeping Week in 
our Housewares Shop showed a 
21% gain over last year's figures.” 


BRISTOL 
The Muzzy Brothers 


“We were able to surpass any- 
thing we had done in previous 
we attribute our success 
to the magic of the Good House- 


years... 


keeping Seal.” 


SAN FRANCISCO 
The Emporium 


“The Good Housekeeping Seal is 
a wonderful clincher for sales.” 


Co. 


Merchandising Division. 


<a OR 4 REFUND > 
Guaranced by by © 
Good Housekeeping 


Sy, \D 
C7 AS apvenristo WEES 


Leading Retailers testify to the 
Selling Power of Good Housekeeping 
and the Guaranty Seal 


Because of sales results like these, alert retailers are 
making it standard practice to promote products adver- 
tised in GOOD HOUSEKEEPING and backed by the 
Guaranty Seal. 

They know women have more confidence in products so 
advertised and guaranteed. They know they'll sell more of 
them, and that they'll stay sold. 

Good reasons for you to investigate the promotional 
possibilities GOOD HOUSEKEEPING offers your oper- 
Write us today. addressing Eleanor Pohling, 


Women know-—the product that 
has it, earns it. 


GOOD HOUSEKEEPING = 


THE HOMEMAKERS’ BUREAU OF STANDARDS 
57th Street at Sth Avenue, New York 19, N.Y. 


9,971,000 
readership 


their special appeal to that mar- 
ket. 

The 35 hours a week are thus 
given over to disc jockey programs, 
spiritual music, and news pro- 
grams covering Negro interests. 
Negro performers and personalities 
have been associated with the sta- 


tion for a number of years, al- 
though the station makes no at- 
tempt to publicize its talent as 


such. Newspapers like the Amster- 
dam News, however, make that 
angle known. 
@ “Low-price products,” said Mr 
Reuman, “sell very well in the 
foreign language and Negro mar- 
kets we reach. Our advertisers are 
helped by the fact that we’ve com- 
piled lengthy lists of grocery and 
drug stores in each of the foreign 
language and Negro neighborhoods 
in New York. 

“We merchandise the advertising 
by mailing post cards to retailers 
WWRL also promotes itself by 
sponsoring trailers in neighbor- 
hood movie houses which cater to 
foreign language groups. It uses 
about 20,000 advertising streamers 
weekly in laundry bundles handled 
by the Unit System Laundry.” 

Ads in the Daily Mirror promot- 
ing WWRL attractions appear once 
a week and three times weekly in 
the Journal-American. The Am- 
sterdam News likewise is used. 


Rumrill Elects Two V. P.s 

G. Le Roy Kemp, director of re- 
search of Charles L. Rumrill & 
Co., Rochester, has been elected a 
v.p.. and Fayette Harned, art di- 
rector of the agency, has also been 
boosted to a v.p. post 


Indian Motocycle Names 2 

George W. Clifford, formerly 
manager of a Chicago retail motor- 
cycle dealership, has been named 
manager of the merchandising di- 
vision of Indian Motocycle Co., 
Springfield, Mass. 


It's “TOPS” in its trade 


LINENS & 
DOMESTICS 


The only trade magazine 
in this $775,000,000 
field. The friend and 
authority with thorough 
coast to coast 

ABC PAID coverage. 


TRADE PUBLICATIONS 
1170 Broadway, N. Y. 1, MU 3-8700 
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McCann Promotes Jenkins, 
Losee, McKee and Zeder 
McCann-Erickson, New York, 
has appointed Rudyard McKee, 
Farish Jenkins, Tom Losee and 
Fred Zeder as v.p.s. 
Mr. McKee, assistant to the 


- 


Farish Jenkins R. C. McKee 


president and account service 
group head, joined the agency in 
1949. Mr. Jenkins, account serv- 
ice group head, has been with the 
agency since 1940. Mr. Losee, also 
an account service group head, 


ADVERTISING 
ADVANTAGES! 


1. Reaches your locale’s freest spending au- 
dience—the sporting public. 

2. Four Day Advertising effectiveness. The pub- 
lic keeps the Thursday clipping for comparison 
with the week-end scores. 


Tom Losee Fred Zeder 


joined the agency in 1936. Mr. Ze- 
der, formerly president of the Ze- 
der-Talbott Advertising Agency, 

- joined the agency in 1949 as an 
account executive. He is now gen- 
eral executive. 


. ‘Tune Test' Gets New Sponsor 

; Western States Refineries has 
bought the half-hour “Tune-Test” 
radio package from Walter 
Schwimmer Productions, Chicago, 
for sponsorship on six Rocky 
Mountain stations. Ross Jurney & 
Associates, Salt Lake City, is the 

} agency. 


Don't 
Let 
The 


3. 92% male readership; 61% women (by 
actual survey). 


4. YOU CAPITALIZE ON THE 
HEADLINES — THE FALL SEA- 
SON'S MOST PUBLICIZED PAS- 
TIME ! 

5, PROVEN —the best medium 
to get your sales message across 
to MOST of the people at the 
LOWEST COST. 


Rated “Tops” by America's Leading Sports 
Authorities 


Harris gave NEWS’ readers 
nine Bowl football winners 


Magical 


“50,000 POPULATION” woth 
LIMIT STOP YOU Pronosiicator, called’ the turn ‘on each cea 
em 


Harris predicted Michigan's win over Cali- 
fornia, Tennessee’s conquest of Texas, Clemson's 


... from reaching over 130 triumph of Miami (Fla.), the West team's vic- 
9 ” ,000 tory over the East, Morris-Harvey’s decisioning 

consumers in the rich Pantagraph of Emory & Henry and Miami (Ohio) Univer- 

“ys win over Arizona State (Tempe). 

Market. Pantagraph readers bought ll told Harris was correct on nine of the 11 
: played games. Thus he continued his success of 

from one-third to one-half more other years as Joe had 10 out of 11 in 1950 and 

: sigh 10 ou! of 10 in 1949. 

than the readers in four Illinois mar- He was one point off on the final outcome of 
7 Z Michigan's 14-6 win over California as he pre- 

kets with over 50,000 population. dicted a 14-7 game and Tennessee's 20-14 tri- 


umph of Texas as he predicted a 21-14 fracas. 
He had five perfect team scores and was but 


. one point off on five other team scores. 
Be Market-Wise ... Harris’ basketball predictions, another DAILY 
Buy Market Size! NEWS feature, are found each day on these pages. 


7th LARGEST 


RETAIL SALES MARKET pr? 
IN ILLINOIS . . . ox? 


——--$130,849,800* gn 


SS ————s 


= 
be 1O8 wanes 


JOE HARRIS’ 
——S=S=——_ 
om. 
. 
i 


“FORECAST RECORD" = 


AMAZING RECORD FOR 1950 


83.6% ACCURACY . 


| *Copyright 1950. Sales Management | \) Il yr. average Fi 
| Survey of Buying Power; further re- oP $5 weekly under 30,000 -scitiieoaabia oe Cae » 
| | production not licensed. Chicago ex- ee conse $10 “ed a . : 
| cluded in all comparisons. under 80.000 on $25 ae pny team scores out of every 50 ig 
| under 100,000 pop.; $30 weekly * . g 
| You're Market-Wise when - under 200,000 pop.: $40 weekly cast 1949 Bow! Games—10 out of 10 a 
| you advertise in... under 300,000 pop.; $50 per TIAL con {oF 1950 Bow! Games—10 out of 11 ‘e 
| _ week under 400,000 pop.; cities ww) eek seas? ke Lge 
Ponta [?O@} WRITE, WIRE, OR PHONE over 400,000, prices quoted on of 2 wget nd 
: JOE HARRIS request games © Predicts not only winners 
{OOMINGTON. ILLING,¢ 1430 SPRUCE ST. end. but Probable Final 
, Phila. 2, Pa. Ki-ngsley 5-4856 
of ; asta Scores! 
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First Seven Months 1951 


Source: Media Records 
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[AIL GROCERY LINAG 
YORK NEWSPAPER 


Of every 100 lines of Retail Grocery 
advertising carried by New York's 
seven daily newspapers 41 appear in the 
home-going Journal-American 


N the first seven months of 1951... as in the past 
eight years... New York retail food advertisers 
placed more advertising in the Journal-American 
than in the two other evening papers combined; 
more than in all four morning papers combined. 
This overwhelming preference for the Journal- 
American is convincing proof that... for adver- 
tisers who require quick turnover and volume 


sales... more than 700,000 New York families 
fill the bill. 

All consumer advertisers depend on families 
for their business . . . and more families mean 
more business! For more families than can be 
reached through any other evening newspaper 
in America, place your sales messages in the 
home-going Journal-American. 


/ American — 


= rE JLAME RICAN Tt PEOP\ - 


ee A HEARST NEWSPAD ~ 
ATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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By STANLEY E. COHEN, Washington Editor 


Rep. Dollinger Proposes goods. 
f Consumers’ Advisory Bureau Whether Mr. Wallace ever had 
i ; ecg such ideas or not, nothing ever 
: WASHINGTON, Aug. 23-—Six years came of it. 

ago Henry Wallace, then Secre- Now, Rep. Isidore Dollinger 
<3¢ tary of Commerce, was supposed (p WN. Y.) is here with a plan 
to be harboring a plan to use the fo, ag Consumers’ Advisory Bu- 
vast facilities of the National Bu- reau, to be set up in the Depart- 
reau of Standards as the basis of ment of Commerce. To help the 
i big grade labeling program to consumer get full value for ev- 
give consumers data about best ery dollar he spends, this bureau 
buys in various categories of would “investigate, test, analyze 


and evaluate” consumer goods; commodities by 
publish “full, complete and ac- ciations, 
curate information with respect do not have the facilities or the 
to relative quality, utility and finances to make a true compari- 
abundance.” ‘son of the 

commodities 


e According to Rep. Dollinger, 8°ry. 


” 


consumers are “practically forced 


to buy advertised brands because private 
they have no way of determining could 

how other brands—which may be siderations 
higher grade or cheaper—-com- the best product for the money. 
5189, setting up the Con- 
Advisory Bureau, rests in 


pare. “Remember,” he adds, “the 


billions paid for advertising are sumers’ 
eventually tacked on to the cost the 
of the product and the consumer state and foreign commerce. 


pays for it.” 
Only government can provide 


full assurance, he argues. “We Reserve 
consumer credit, Congress has also 
proval bestowed upon. certain modified the tough mortgage terms 


read and hear about marks of ap- 


} ia) 
ae ® 4 


but we know that they 
relative quality of all 


it is possible that such 


MOST COMPLETE NEWS COVERAGE... 
i ... of Washington, D. C.—where news is made not only 
on stately Constitution Avenue and historic Pennsyl- 
vania Avenue, but also on quiet Walnut Street and tree- 
lined Russell Road—is found in The Washington Star. 
For fullest coverage of national and local news .. . 


@ * March ABC figures, Of total circulation, over 800% home-delivered; over 95° within ABC City and Retail Trading Zone. 


2 No Matter How You Look at it... 
No. 1 in the Nation’s Capital 


The Washington Star 


Evening and Sunday Morning Editions 


THE EVENING STAR BROADCASTING COMPANY OWNS AND OPERATES STATIONS WMAL. WMAL-FM AND WMAL-TV 


ON BOTH SIDES OF THE STREET 


. . « from Congressional deliberations to 
Association meetings, Washingtonians turn first to The 
Star. Result: Star advertisers get the greatest home- 
delivered circulation in the Nation’s Capital 
177,472 home-delivered copies daily, 


Represented nationally by: O'Mara and Ormsbee 
Lexington Ave.. NYC 17; The John E. Lutz Co., 


Tower, Chicago 11. Member: Bureau 


ANPA Metropolitan Group, Audit Bureau o 


200,808 Sunday.* 
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levied on low cost homes. Under 
the special defense housing bill 
passed Tuesday, cheap money is 
available to promoters in defense 
areas. As members see it, build- 
ers should have a chance to move 
ahead before the government puts 
up vast projects of temporary pub- 
licly owned housing units. 

Like its consumer credit pro- 
gram, Federal Reserve's tough 
mortgage policy was making its 
mark. Designed to force a 40% 
cutback from last year’s alltime 
high, it appeared to be achieving 
its goal in recent months. In fact 
July, 1951, had the lowest total of 
starts of any July since 1946, ac- 
cording to the Bureau of Labor 
Statistics. 

_ o o 

The House’ unceremoniously 
turned thumbs down Monday on 
a special $1,000,000 fund which 
Federal Communications Commis- 
sion planned to use to track down 
illegal transmitters, including 
transmitters used by spies. Mem- 
bers agreed the program is im- 
portant—but told FCC to pay for 
it out of its regular $6,000,000 bud- 
get; to come back in January if it 
runs short of funds. 

e. e o 

The defense program has put a 
crimp into the big postwar boom 
in natural gas heating furnaces. 
With a shortage of steel hamper- 
ing expansion of natural gas pipe- 
lines, Petroleum Administration 
for Defense has issued restrictions 
limiting installation of gas heating 
units in 15 states and the District 
of Columbia; a real break for oil 
burners. 

e e o 

Salary Stabilization Board’s reg- 
ulation No. 2 permits profit shar- 
ing and bonus plans, along 1950 
lines. Contracts and other written 
plans based on definite methods 
may be continued so long as the 
formula is unchanged. 

. e o 

In general, the defense program 
so far has operated with relatively 
few jolts, considering experiences 
during World War II. Clay Bed- 
ford, chairman of Defense Produc- 
tion Administration’s production 
executive committee, reported that 
only 70 of about 700 military pro- 
curement programs are behind 
schedule. The trouble is largely 
with machine tools and electronic 
equipment. 


Trane Elects Minard 

Donald C. Minard, who started 
with Trane Co. as a field repre- 
sentative and most recently 
served as executive v. p., has been 
elected president of the La Crosse, 
Wis., heating and air conditioning 
equipment manufacturer. Reuben 
N. Trane, formerly president, has 
moved to the new post of board 
chairman. 


Pillsbury Backs Kate Smith 

Pillsbury Mills, Minneapolis, has 
contracted for a quarter-hour of 
the Monday Kate Smith show on 
NBC-TV. The 52-week agreement 
for the 3:15-3:30 p.m., CDT, seg- 
ment was bought through Leo Bur- 
nett Co., Chicago 


Agency Network to Meet 
The annual meeting of the Af- 

filiated Advertising Agencies Net- 

work will held in the Sheraton 


Hotel, St. Louis, Oct. 16-18. The 


annual AAAN awards will be an- 
nounced at that time 


679 N. WELLS ST., CHICAGO 10 ILL. 
WHitehal! 4-3450-1-2 


: wie ee ay, Sa | A Mee ee RE re a ad Ce Nie 4 | aie Se Saeee eee  O. e OTT A ana aioe SA gS TN 
Pe > * a ES ee 
Ss 
; 38 ee 
4 ‘ ° . ; BN iy ae 
a - > », y ‘ ‘ age) RA 
= 4 tes i Wee 2 ee ; 
a i) . * 7 = WAS ee et ee, es i a ie Se es 
: ay f, a YR Sats a Say Be ere q 
— Ae 7: \ ? <. 4 
mye 44 ‘ , 4 my = q 
s i = eee 4 
4 “Also, es oe 
of a _  —___ : 
ee 
° * . ; 
Having voted to relax Federal | 3 
‘hi ee 
* ss « : J : ‘ N : ‘ i e 
s ie See eR SS ee eS ss el Eaean 
t ‘ x ¥ i Tee? a oe oy il ee 
ae ‘ Se f : : wets ) & " t ce pe a : BS ‘ 
é. as iy a Be at A Sot ae ve : ; 
ca ie ’ ’ i “iar ; Oi ae ae 
; . | | os ae | 
“ p ‘ . . ey é a A we 7 
te . . = ge 4 Y ¢ ae P wt < as / 4 
is , ——_ " ‘ ee A io a! fe 
ag ’ Sy ~ rd - 7 
a NS x : 2 Ps 4 : a 
- > ee ie 
‘ >. see ; if 
ar ; . “y 3 
Ss ’ ' ; > »> “5 : . 4 “ 
sk ha - > 
. <a ; NI 
2 Bibi, > > : 
7 | : 7 —— -{ ~ . . 
eS P Bi yee ¢ bens De 4 , ~2 — - ; 
} ibe ,. a iy = te wy ; > 
: = 4h og eg é +7 
— mal ks ae of + Ht 
D* ‘> a Be 
y. wt h : a cee ae | ° oT : | 
. me 7 * 
— : eet No SS > ee Ae, + © ! } 
— ee : ae Ce i ‘ ue i 
: eee er A C9 <,:, 4 j J " ) 
q " Ee 5 a a: ee . ae i A ; t ‘ 
: a } ff 2 &y ° NRE isa SES a : 
a 4 + 1 r § ‘ “ig koe ee a. * F u [3 , i t ; | 
td : —ae ne. "3 a ye oe <7 ? | 
a ‘ me me See ee ot & ce a ~ - - 
” _ . —_ - . pal. =a . 
§ _ —— ’ ~*~ : ee ae ae 
; - aes " aes as ~~ = a . 
a ey ad fee = : Segara 
a a ee L Sela — of. Pee fee ot ee ee, ee ee 
og ae = (ON J vif f 2 i be the | 
Bs } ae - ach 2 ee Te 
iF 4 ‘ e 3 ae i ee Ses 4 Sy te - ; j : ty | 
“+s ~ Pc a, " tt WAS S/o ‘ RS - ais ‘ us Yaad Pa On t . 
‘ ee ash . a iy 4 ad am ecu Figs + ak a at. es inn : i 
See ay Ve) ‘ ‘ae MG eg i 
“4 ive ae og ke / a ix. ete i é . ads Rae Seg’ i 
; hs _s /, ccd Fae Qe hse ‘ We Sie ae 
‘ Ya ‘< ” : ae : See | ¥ thi . 
‘ ws, ; Sf in “2 8 > Sai on oe * 4 ; | 
i nage Pe ST Loe! Vf; & A) je bs i Wey Anse Oe e } 
- a en ge tae pg i ee 4 ss ; as Ba as 
ve Ae set | Se rs “§ ees TE Fe “fi colts ae 5 } 
. “ oe ey “Is meee en i Bye : rr a a i 
y goo ae a ae re hee» i .. Abs Sp tos a ae te 4 ie : See ee: 8 , 
4 pet SG Ss gee Aft el Fs 2 os . ia y nee ea a & a. ans i 
: 4 . 
: nnn >. + « 
a 
i = 
i 
: Tribun PH@TO-E RAVERS 
en = °f =Advertising ; 
PAINSTAKING CRAFTSMANSHIP 
‘ OO —“CS;sSC‘C‘;SSCiS FIDELITY OF REPRODUCTION | 
% PERSONALIZED SERVICE 
a 


ee PL ent | ae FE 


Advertising Age, August 27, 1951 


tw Old ia Sava Cua? 


\“ 


once again the cail that comes but unce 
help make jommibie Une 


(YOUR NAME HERE) 


TB AD—This is one of the magazine 

ads the National Tuberculosis Assn. is 

moking available in its 45th annual 

Christmos Seal drive. Free electros con 

be hod from the group at 1790 Broad- 
way, New York. 


Jewel Tea Enters 


Mail Order Field 
Via Wagon Route 


BARRINGTON, ILL., Aug. 22—Di- 
rect mail selling of both hard and 
soft line merchandise is definitely 
in the offing by Jewel Tea Co., 
which presently conducts an ex- 
tensive wagon route operation in 
42 states, selling more than 200 
grocery items, supplemented by a 
variety of hard goods. 

In Jewel's early days, the wagon 
routes handled groceries only, the 
supplementary merchandise being 
given away as premiums. The 
transition from premium merchan- 
dise to saleable items was accom- 
panied by listings, usually on the 
reverse side of the grocery list, of 
the other products available. 


e More recently, the company in- 
troduced a series of catalogs to 
aid route customers in their selec- 
tion and purchasing. Route sales- 
men handle the orders and make 
collections. Shipments, in most 
cases, come through the mail from 
Jewel's Barrington warehouse, or 
else direct from the manufacturer. 

William A. Gerbosi, v.p. and 
general manager of Jewel's route 


It's “TOPS” in its trade 


CORSET & 
UNDERWEAR REVIEW 


The friend and spokesman 
for the corset, brassiere and 
foundation garment field 
for 39 years. Carries more 
advertising and is the only 
trade magazine with ABC 
PAID circulation in the field. 


@ 


TRADE PUBLICATIONS 
1170 Broadway, N. Y. 1, MU 3-8700 


department, pointed out that the 
next step—a complete direct mail! 
operation—is only a question of 
time. Nothing can prevent cus- 
tomers from ordering directly from 
the company, via the catalog. 

This natural development of 
mail order sales, Mr. Gerbosi said, 
permits Jewel to capitalize on a 
unique situation—one in which 
wagon route salesmen can make 
adjustments on merchandise, con- 
tinue to make collections on credit 
accounts, and in general represent 
the company. 


@ In connection with its expansion 
of mail order, Jewel plans to dis- 
tribute its Christmas catalog 
throughout the chain of food su- 
permarkets it operates in the Chi- 
cago area. Mr. Gerbosi said this 


will be a straight mail order oper- 
ation. 

Prices in the 36-page Christmas 
book are “competitive,” he said. 
Listings, for the most part, are of 
nationally known products, includ- 
ing General Electric small appli- 
ances, Schick razors and Bulova 
watches. 

Jewel's next catalog, scheduled 
to come out some time in January, 
will be the largest vet published, 
about 100 pages. 


Henderson Adds Tauber 


Henderson Advertising Agency, 
Greenville, S. C., has added Ken- 
neth Tauber, formerly with Roche, 
Williams & Cleary, as art director. 
The agency celebrated its fifth an- 
niversary with a cocktail party and 
dinner. 


Polisher Introduced 


Beal Speed Polisher Co., Port- 
land, Ore., concurrent with its de- 
cision to set up national distribu- 
tion for its polisher attachments 
for all types of vacuum cleaners, 
has appointed Searcy Advertising 
Agency. The September issue of 
Western Radio & Appliance will 
carry a two-color page for the 
product, and a dealer listing page 
will appear in Sunset Magazine in 
October. 


Prudential Signs on ABC 


Prudential Life Insurance Co. 
has signed to sponsor “The Jack 
Berch Show” over the ABC radio 
net, starting Sept. 24, 11 a.m., 
CDT, Mondays through Fridays, 
for 52 weeks. Agency is Calkins & 
Holden, Carlock, McClinton & 
Smith, New York. 


Amend Signs TV Series 


Fred W. Amend Co., Danville, 
lll., has signed to sponsor “Hail 
the Champ” over ABC-TV from 
5:30 to 6 p.m., CDT, starting Sat- 
urday, Sept. 22. The children’s 
telecast, placed through Henri, 
Hurst & McDonald, Chicago, for 
52 weeks, will be seen on Stations 


WENR-TV, Chicago; WXYZ-TV, 
Detroit, and WXEL, Cleveland. 


Amend’s Chuckles will be featured 
on the weekly program. 


REACH MAINE'S 


22 MONUMENT SQUARE 
PORTLAND. MAINE 


Week after week, in nearly 15,000 theatres, 40 mil- 
lion movie-goers focus their eyes on the screen and 


National Offices: NEW YORK: 70 EAST 45th ST. * 


forget the outside world. That's the kind of re- 
laxed, attentive, receptive audience you can reach 
with Spot Movie Ads (Film Commercials) in 
theatres. 


Your advertising message has more punch, more 
selling power in the movies where you can make 
full use of a sight-sound-action-color demonstra- 
tion in commanding size. You can select special 


MEMBER COMPANIES. 


Nem «UNITED FILM SERVICE, INC. * MOTION PICTURE ADVERTISING SERVICE CO. INC. 


KANSAS CITY: 2449 CHARLOTTE ST. 
CHICAGO: 333 NORTH MICHIGAN AVE. * CLEVELAND: 526 SUPERIOR N.E. 
NEW ORLEANS: 1032 CARONDELET ST. * SAN FRANCISCO: 62! MARKET ST. 


markets for your Spot Movie Ads, even special 


neighborh on a ¢ 


by-theatre basis. You will find 
tremely low. 


Moreover, Spot Movies offer you 
coverage in most TV areas. Spot 


7 


selective theatre- 


that the cost is ex- 


lendid selective 
ovies offer you 


a receptive weekly audience equal to almost one- 


fourth of the national po; 


lation in areas which 


TV does not reach at all! Clip and mail the coupon 


now for more information. 


NAME 


Please send me more information about 
Spot Movie Ads in Theatres. 


MOVIE ADVERTISING BUREAU 
P.O. Box 1223, G.P.O. New York 1,N. Y. 


YOuR COMPANY 


ADDRESS 
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Miller Backs TV Football 


The sixth annual Armed Forces 
Benefit football game in Chicago 
will get TV backing from Miller 
Brewing Co., Milwaukee, over a 
special network. Rights to the 
game, between the Chicago Bears 
and Cleveland Browns, were 
bought through Mathisson & Asso- 
clates 


Burrows Retires trom GE 

Robert P. Burrows, assistant ad 
manager of the Cleveland lamp di- 
vision of General Electric Co., will 
retire Sept. 1 after 36 years with 
GE 


‘Canadian Home’ Names 3 
Canadian 


To- 
ronto, has named Dan Andoff, for- 
merly Ontario sales manager for 
La Ferme, and Jim Clarke, for- 
merly managing director of J. H. 
Clarke Publications, to its adver- 


Home Journal, 


tising sales staff. The magazine 
also has added Norman Johnston 
to its research division 


Smith Shoe to Price Agency 

J. P. Smith Shoe Co., Chicago, 
manufacturer of Tisshoes and Brit- 
ish Walker shoes, has switched its 
account from Earle Ludgin & Co. 
to Price, Robinson & Frank. 


Along the Media Path 


a 


25,000-Pius 
Daily - Sunday 


The Sun Shines Bright On PADUCAH--- 


@ $500 Million Atomic Plant Is Going Up. 
* @ Two $88 Million Power Plants Are Rising. 
~ @ Bank Clearings Are Up 50% Over 1950. 


SS Che Paducah Sun Democrat 


Paducah, Ky. 


Burke, Kuipers 
& Mahoney 


e Better Homes & Gardens is cele- 
brating the sale this month of the 
4,000,000th “BH&G Cook Book,” 
and in that connection has initi- 
ated a $4,000 recipe contest. Con- 
testants need only submit a 50- 
word statement beginning “I like 
the ‘Better Homes & Gardens Cook 
Book’ because * plus their fa- 


vorite recipe. The contest closes 
Oct. 31. 

e In the first nine months of 
1951, Scientific American regis- 


tered a 49.5% increase in adver- 
tising linage over the similar peri- 
od in 1950 


e More than 5,500 copies of the 
“1950 Poster Annual” are being 
distributed this month by Outdoor 
Advertising Inc. The book covers 


National Competition and Exhibit 
of outdoor advertising art which 
was held in Chicago earlier this 
year, and was sponsored by the 
Art Directors Club of Chicago. 


e@ Sporting Goods Dealer will 
sponsor a nationwide promotional 
campaign, “Let’s Go Hunting,” 
during October. Prizes will be of- 
fered to retailers for the best win- 
dow displays and newspaper ads 
during the event. 


e “Your Bridge to Sales,” a new 
sound-slide film in full color, has 
recently been produced by the 
promotion department of Metro- 
politan Group. It tells the story of 
“Mighty Metro” and covers its 
growth, editorial content, adver- 
tising readership and sales effec- 


the 


work and results of the 


19th tiveness. 


lear Mr. Woods: 

Speaking for the administration and 
teachers in the Des Moines Public 
Schools, | want to express our thanks 
and appreciation for the splendid pub- 
licity you gave us in making American 
Education Week a= success in Des 
Moines. We counted on you this time 
as we counted on you in the past and 
again your station came through. 

Thanks a lot. 

Very truly yours, 
Cuiirton F. Scuropp 
Director of Curriculum Development 
and Audio-Visual Education 
Des Moines Public Schools 


(rentlemen : 

Thank you very much for your public 
service announcements regarding the 
closing of our schools during the recent 
snow storm. The radio broadcast is one 
of the best methods of contacting our 
people and we appreciate it very much 

Very truly yours, 
FE. A. CoLBert 
Superintendent 
Scranton Consolidated 
independent School 


Gentlemen 

Last night, Saturday, there were a 
number of tellows and their wives in the 
shop, and one of them was fooling 
around with the radio, and all of a 
sudden he said “listen to this.” We did, 
and believe me you could have heard a 
pin drop. | took a paper and pencil and 
waited until the announcer told me 
where the program was coming from, 
and.therefore this letter 

The singer at that time was the 14 
year old boy from Marshalltown, and 
beheve me we have not heard any more 
beautiful voice on any program, even 
professional, and we want to hear mort 
of him, and the others on it 

As tar as the rest of the program was 
concerned, we really enjoved it and the 
gang were here until after 1:00 am. and 
we close at 9:30 so when you put a pro 
gram on again with Slim Hayes & His 
Boys and the others, let us know, es 
pecially when the 14 year old sings again, 
ind we'll borrow a machine gun from our 
police department and drive them out at 
10 o'clock. (The customers in the shop 
here | am referring to.) How about it? 

This is the first time we listened to 
your station and will do so 
Saturday nite as often as we can 

Very truly yours, 


A. F. Carney 


every 


Carney Gun Repair 
and Sport Shop 
Wausau, Wis 


Dear Sir: 
We are studying about radio programs 


in our room at school. We would like 
to know which programs you advise for 
children’s education. Thank you very 
much. 
Yours truly, 
Caro. Fry 

Van Horne School 

Van Horne, lowa 


Dear Mr. Plambeck: 

We appreciate very much your kind- 
ness in giving the cancellation notice of 
our sale for today on your programs 
yesterday 

We realize that you and your force 
were called upon to work many hours 
and strenuously to get all of these serv- 
ice announcements on the air in the space 
of time allotted to you. When we called 
your station, we fully expected to pay 
for this service, for while we think it 
had public interest, yet it is done for a 
commercial firm, and when you take 
your time to make these announcements 
for commercial enterprises, we think you 
are going a long way in service, and we 
do greatly appreciate it 

Yours very truly, 
O. D. E_tswortu 
Partner 
Adel Sales Pavilion 
Adel, lowa 


| Gentlemen: 


I heard Edgar A. Guest read a poem 
“Tomorrow” recently and I decided that 
this letter which I have meant to write 


| on so many tomorrows, must be written 


today 

Last fall my daughter and her husband 
moved to Baton Rouge, Louisiana. After 
living in lowa for so long they were a 
bit homesick, even tho the climate, new 
surroundings and their work at the 
University were more pleasant than they 
had anticipated. One night they decided 
to try and get the WHO news at 16:15 
P.M. Imagine their surprise when they 
did get it. Of course some nights recep- 
tion isn’t perfect nor is it here in Lone 
Tree at times 

To make a long story short, it is a 
pleasure to know they are listening to 
the same program at 10:15 P.M. that 
we are listening to. You have so many 
very fine programs from your station 
that it would be impossible to tell you 
about them all. I think we especially 
like the News because we have many 
friends and relatives in different parts 
of the state, and if anything unusual 
happens to them you are sure to tell us 
first 

Thank you so much for the very fine 
service you are giving us. 

Sincerely, 
Mrs. Wittram P. ASHTON 


Lone Tree, lowa 


7. s a sophisticated, big-city advertising man, it may be 
difficult for you to realize what WHO means in lowa Plus. 


Day in and day out, our mailbags are jammed with 
personal letters of friendship and confidence—“stamp- 
of-approval” evidence, from your customers, that WHO 
is giving a unique radio service to the millions of 


people in Iowa Plus. 


Wiil© 


+ for lowa PLUS + 


Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


FREE & PETERS, INC., National Representatives 
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e@ Sunset Magazine will shortly 
move into its new $500,000 edi- 
torial offices on the San Francisco 
peninsula. The building spreads 
across 30,000 square feet of a sev- 
en-acre site in Menlo Park, and 
combines ranch house styling with 
the professional requirements of 
a large business organization. Sun- 
set will continue to maintain busi- 
ness and advertising offices in San 
Francisco, but the entire editorial 
and production units will move to 
the peninsula. Formal opening has 
been set for Oct. 1 


e@ The Reporter's new rate card 
incorporates for the first time a 
schedule of publishers’ discounts. 
The change in the magazine's rate 
structure reflects a new editorial 
policy of featuring a book review 
or literary discussion in each is- 
sue. 


® The Washington Times-Herald 
has completed installation of new 
presses which will effectuate some 
editorial and production changes 
in the daily, starting with the Aug 
27 issue. Page length will be in- 
creased from 21'2” to 23 9/16"; 
page width remains at 16”. The 
paper also will introduce a news 
summary and historical scrapbook, 
plus an index on all special sec- 
tions. New type faces and type ar- 


rangements will be featured 
throughout 

Available, beginning with the 
Sept. 3 issue, will be four-color 


r.o.p. advertising. The paper's three 
new Goss Headliner presses, of 
seven units each, and the build- 
ing in which they are housed, a 
one-story annex adjoining § the 
main building, represent an in- 
vestment of more than $3,000,000 


e Typefoundry Amsterdam, of 
which Amsterdam Continental 
Types & Graphic Equipment Inc.. 
New York, is the American head- 
quarters, celebrates its 100th an- 
niversary this year. One of the 
features of the centennial is the 
publication of a limited edition of 
the history of printing types, the 
English edition of which will ap- 
pear shortly under the title “The 
Letter as a Work of Art.” 


e “The Companion Paints the 
Town” is Woman's Home Com- 
panion’s latest promotion booklet, 
in which are reprinted letters at- 
testing to the efficacy of a recent 
Companion merchandising tie-in 
which was coupled to a feature 
article on paint 


e Following the recent inclusion 
of the sub-title “The Magazine for 
Young Adults” in Redbook’s cov- 
er logo, the publication has under- 
taken a major promotional mailing 
using a peek-a-boo letterhead 
which plays down the maga- 
zine’s title and plays up “Young 
Adults.” Francis N. McGehee, Red- 
book’s ad director and a McCall 
V.p., points out that there’s no in- 
tention of “scuttling” the name 
“Redbook.” The changes are de- 
signed to help sell the youth mar- 
ket as a whole 


e To promote Compact, its new 
magazine for teen-age girls, Par- 
ents’ Institute has launched a 10- 
day radio and TV spot drive over 
Stations WNBC WNBT and 
WABD, New York, WTTG, Wash- 
ington, and WDTV, Pittsburgh 
Parents’ is planning future spot 
campaigns for “21” and Children’s 
Digest 


@ On Aug. 7, the Hour, Norwalk, 
Conn., published a 160-page edi- 
tion marking Norwalk’s 300th an- 
niversary 


e Ad revenue for the October 
issue of Screenland Unit (Silver 
Screen and Screenland) exceeds 
all previous advertising space rec- 
ords since the two publications 
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TRADE GAG—According to his letter, “the banner carrier with the open mouth 

on the right,” is William C. Babb, advertising manager of the Sante Fe New Mexi- 

can. Assistant advertising manager William A. Vincent helps carry the banner which 

reads, “In Sante Fe nearly everybody who can read reads the New Mexican.” 
This was the paper's entry in the second annual Rodeo de Sonte Fe. 


were acquired in 1949 by J. Fred 
Henry Publications. Revenue is 
39% ahead of last year. 


e@ Station WHAS-TV, Louisville, 
has begun transmitting a 50,000- 
watt video signal, the maximum 
permitted by the Federal Com- 
munications Commission 


@ The American Girl reports its 
August advertising linage is 49.7% 
ahead of August, 1950, linage. 
This marks the 14th consecutive 
month in which the magazine, 
published by the Girl Scouts of the 
U. S. A., has showed an increase 
over the corresponding month of 
the previous year. 


e@ McCall's and the Super Market 
Institute are jointly sponsoring 
their third sales promotion cam- 
paign for supermarkets. This one, 
“The Harvest of National Brands,” 
is scheduled for October. SMI re- 
ports that more than 4,000 mem- 
ber supermarkets will participate, 
either with in-store displays, or by 
newspaper and radio advertising 
Member stores are receiving a pro- 
motion kit containing 271 dis- 
play pieces, including reprints of 
McCall's October food spreads and 
cover 


e@ Station WGN-TV, Chicago, re- 
ports it is now the most powerful 
television station in that city, with 
a new rating of 29 kilowatts for 
the picture signal and 14.5 kilo- 
watts for the accompanying sound. 
The boost was authorized by the 


It’s “TOPS” in its trade 


INFANTS’ & 
CHILDREN’S REVIEW 


Carries more advertisers... 
carries more advertising, 
and is the only publication 
in the infants’, children's 
and teen-age field with 
ABC PAID circulation. 


TRADE PUBLICATIONS 
1170 Broadway, N.Y. 1, MU 3-8700 


Federal Communicaiions Commis- 
sion. 


e Living for Young Homemakers 
reports an advertising linage gain 
of more than 50%, and a circula- 


tion increase of 54,920 for the first 
six months of 1951, as compared 
with the same period in 1950 


e@ Scientific American, New York, 
has marked an increase in linage 
of 49.5% for the first nine months 
of 1951, over the same period last 
year. 


@ Practical Builder, Chicago, has 
published a “New Builders’ Manu- 
al” for builders and contractors. 
The 160-page fact-file illustrates 
new and improved ways to use 
manufactured building products. 
It's available free of charge to in- 
terested parties. 


@ “Profile,” a new four-page, 
standard-size letterpress feature 
section, made its bow recently as 
a regular supplement of the Mil- 
waukee Sunday Sentinel. The sec- 
tion contains new features, 
tures, humor, columns and de- 
partments of local interest to Wis- 
consin and upper Michigan. Pres- 
}ent plans call for no advertising 
}in the section 


pic- | 


e The winner of the 14th All- 
American Soap Box Derby, held 
recently in Akron, was sponsored 
by the Sun and Gazette-Bul- 
letin, Williamsport, Pa. The 
champ, Darwin Cooper of Dan- 
ville, Pa., defeated 40 contestants 
from the U.S., Canada, Alaska and 
the U. S. zone of Germany. Chev- 
rolet sponsors this annual contest. 


@ The Philadelphia Inquirer has 
issued the second and third sec- 
tions of its “Pennsylvania Liquor 
Facts,” a study of sales of distilled 
spirits and wines in the state. The 
second portion of the study reports 
on the 45 best selling whiskies in 
1950 as compared with 1949. The 
third covers sales by type of prod- 
ucts sold by the Pennsylvania Liq- 
uor Control Board. 


e Jewelry, published by Ellis Pub- 
lications, New York, reports a rec- 
ord 159 pages of paid advertising 
for its August issue. 


Mac Olds to Plywood Group 


Mac Olds, formerly account 


41 


executive in the Portland office of 
Pacific National Advertising Agen- 
cy, has been named assistant to 
the publicity director of the Doug- 
las Fir Plywood Assn., Tacoma, 
Wash. 


Cleveland Worm Names Rowe 

Dorsey H. Rowe, formerly asso- 
ciate editor of New Equipment Di- 
gest, has been named advertising 
manager of Cleveland Worm & 
Gear Co., and its affiliate, Farva! 
Corp. 


Lockett Joins Lewis & Gilman 

D. Barker Lockett, formerly a 
copywriter with VanSant, Dug- 
dale & Co. has joined Lewis & 
Gilman, Philadelphia, as an ac- 
count executive 
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National Representatives .. 


farm income .. . 
retail sales.* 


ent Valley people read 


Modesto Bee and The 


tion of papers 


@ Are you trailing behind in California? 
You probably are, if you don’t cover 
inland California—the Billion Dollar 
Valley of the Bees. Without it, you miss 
nearly 1/2 of California's total gross 
nearly 1/5 of its total 


To win, place or show in California, 
you need the Billion Dollar Valley. And 
you're backing the right horse when you 
use the solid /ocal papers that independ- 


They are The Sacramento Bee, The 


Fresno Bee. Each 


of those McClatchy papers reaches 9 out 
of 10 families in its ABC city zone . . 

half the families in its ABC trading area. 
Together, they do a better job all through 
the Valley than does any other combina 


*Sales Management's 1951 Copyrighted Survey 


© BEE. THE MODESTO BEE . THE FRESNO BEE 
| McClatchy Newspapers 


. O'MARA & ORMSBEE, INC. 


New York + Los Angeles + Detroit * Chicago * San Francisco 
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CLOTHES MAKE THESE RETAILERS—Lee Henrich (second from left), advertising 

director of Hart Schaffner & Marx, Chicago, talks over fall HS&M ad program with 

three West Coast retail executives. From left: Stanley Heyman, ad manager, Moore's 

Stores of Oakland, Berkeley and San Francisco; A. H. Ross, president of Moore's, and 
Tom Kemenyffy, ad manager, Silverwocds, Los Angeles. 


AGENCY SHOW-Bryce Leavitt (left) and Bea Richards of Foote, annual exhibit in Chicago. Painting at top right is by art di- 
Cone & Belding’s staff admire some of the spare-time artistry of rector Bill Chadsey, who this month won a $400 prize in the All- 
the ogency’s apparently talented art staff, hung in FC&B's first Wisconsin Water Color Show in Milwaukee. 


~~ 


nothing butters like butter! 


Say 


‘AMERICAN DAIRY ASSOCIATION ../% — 


SEPTEMBER COPY—American Dairy Assn.’s nationwide “Say It with Sales” program 
for buiter will receive added impetus during September with this new butter poster, 
lated to appear on 5,200 Railway Express trucks. Campbell-Mithun is the agency. 


NEW PRESS—Present at o special “turning-over” ceremony as S‘echer-Traung Li ho- 

groph Corp., Rochester, put its eleventh four-color Harris-Seybold lithograph offset 

press into operation ore Charles W. Weis Jr. (right), president of Stecher-Traung, 
and George S. Dively, Harris-Seybold president. 


CONTEST—Nome this actress, complete a 
jingle, send two Lux soap wrappers—and 
you're in the running for $60,000 in 
prizes offered by Lever Bros. Co., New 
York. The Lovely Lux Girl Contest, from 
Sept. 3 through Oct. 15, will be sup- 
ported by “Lux Radio Theater” ond “‘Lux 
Video Theater” and by ads in Sunday 
supplements, Puck—the Comic Weekly 
and This Week Magazine. J. Walter 
Thompson Co. is the agency 


REALISTIC—House of Crosby Square, Milwaukee, will use these three realistic dis 
plays designed by Milprint Inc. to promote its fall line of shoes. 


Cnocorate 
, S| or 


NEW SEALTEST CARTONS—By Sept. 15, new cartons for the entire line of Sealtest 
products will be made available by all Sealtest divisions of National Dairy Products 

Desi d by Raymond Loewy Associates, family resemblance has been at- ; = wn ' 
poral cana a @ tile pattern. The new packages also establish product identi- FOR CLEARANCE SALE—When Bullock’s Downtown, Los Angeles vision with Scottish-costumed models riding bicycles through 
fication by color. Not shown above are new cartons for half-and-half, egg nog, sour department store, decided on a theme for its annual August downtown L. A. Pictured here with the models are Phillip Cor- 


" ted 


cream, yogurt and butter. clearance sale, it supp posters, papers and tele- rin, general manager (!.), and ad manager Frank Rice 
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what are the latest facts about U. S. Iquor consumption ? 


which is gaining 


ete | straights blends. 


| . 
which are the fastest growing qu Or markets ? 


and which states lead in liquor sales? 


TRUE’s new market study and analysis (compiled by Ben Corrado), 
just off the press, gives you the answers. This report publishes — 
for the first time anywhere — sales by types of liquor and by states, 


1950 versus 1949, and analyzes magazine advertising costs and coverage. 


Why does TRUE compile and publish these exclusive liquor studies? 
Because men select the brand of liquor 80% of the time. Men are your 


market — and TRUE is the largest selling Man’s magazine in America. 


We'll be glad to supply copies of TRUE’s new report to 
national liquor advertisers and their advertising agencies. 
Write or phone: C. E. Nelson, Dept. A, True Magazine, 
67 West 44th Street, New York, N. Y. 


TR | - sells the man 


largest selling man’s magazine in America 


New York, Boston, Chicago, Detroit, Los Angeles, San Francisco 


If you sell a product men buy — consult 
TRUE about the men's market and TRUE’s 
audience of 2,000,000 men. Additional re- 
search studies available to national adver- 
tisers and their agencies are: 


1 —Male vs. Female Influence in Buying and 
Brand Determination 
A Study of Buying Habits of U. S. Fam. 
ilies in 64 product classifications. 


2Q—The TRUE male audience 
A Survey of TRUE’s Reader Panel reveal- 
ing hobbies, recreational habits, sporting 
. goods equipment and car ownership. 


3—Beer Report 
Beer-drinking habits by sex; the U.S. Beer 
Market, 1950; and magazine coverage 
and cost comparisons. 


4.—Color slide presentations on the following 
subjects 
(a) Liquor 
(b) Men’s Apparel 
(c) Sporting goods 


& who selects the brand 
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Squibb Backs Training Film 

E. R. Squibb & Sons, New York, 
has contributed $7,000 to the 
audio-visual! extension service of 
the school of business of City Col- 
lege of New York, to cover pro- 
duction costs of “Promoting the 
Prescription Department.” The 
color slide film is the fifth in a 
series of 12 being made in con- 
nection with the school’s Drug 
Store Business Training Film 
series 


Daly Appoints Lavenson 

John F. Daly Inc., Philadelphia's 
largest Ford dealer, has appoint- 
ed Lavenson Bureau of Advertis- 
ing to handle its account. Plans 
include a news show and sports 


telecast on Sunday nights over 
Station WCAU-TV 
That 
BOOKLETS Beckon! 


Distinctive literature with that come- 
hither yp hag impels, tells sells. 
Request Fitzjohn book--on your lh. 


ied Fellow Bott” 


lee P. Bett, Jr, . Jackson, Chicage 


Caples Adds Three Accounts 
Caples Co., Los Angeles, has 
been appointed agency for Folker 
Fabrics Corp., New York (maga- 
zines, trade publications and di- 
rect mail); Cordelia of Holly- 
wood, brassiere manufacturer 
(magazines, trade publications and 
direct mail), and Kirshmoor of 
California, Los Angeles manufac- 
turer of women’s suits and coats 
(newspapers and direct mail). 


White Stag Names Bennett 

Lawrence Bennett, secretary of 
the policy committee of White Stag 
Mfg. Co., Portland, Ore., clothing 
manufacturer, has been promoted 
to assistant to the president. 


Haase Heads Jewelry Group 


Albert E. Haase, executive di- 
rector of the Jewelry Industry 
Council, New York, has _ been 


elected president of the group. 


_Krueger Names Connor 


G. Krueger Brewing Co, New- 
ark, has appointed David M. Con- 
nor merchandising and promotion 
manager. 


Lobster Men to Simonds 
Simonds, Payson Co., Portland, 


Me., has been appointed agency o ~ y 
for the newly formed North At- en cceeean 2) a 
lantic Lobster Institute. Advertis- 

Federal R 


ing plans for the industry group 
will be announced in early 1952. 


Tiley Named Caloric S. M. 

Harold Tiley, field sales mana- 
ger of Caloric Stove Corp., Phil- 
adelphia, has been promoted to 
general sales manager. 


WASHINGTON, Aug. 21—Depart- 
ment store sales during the week 
ended Aug. 11 were 8% below the 
volume during the corresponding 
week of 1950. 

Although department store sales 
continue to compare unfavorably 


Hengerer Boosts Edmunds with sales a year ago, conditioned 


Arthur Edmunds, art director as they were then by the pre-Kor- 
of William Hengerer Co., Buffalo ean buying splurge, the gap is 
department store, has been pro- narrowing. This can be seen in 


oted to ad manager. ’ 
moted to ad manager the comparison of preceding weeks 


figures: Aug. 4, '51, off 14%; July 
28, down 21%, and July 21, minus 
23%. 

Actually, dollar volume of de- 
partment store sales in the week 
ended Aug. 11 was about 11%% 
above sales in the week ending 
Aug. 13, 1949, and compares fav- 


Hayhurst Names Kitching 

William R. Kitching has been 
appointed creative director of F. 
H. Hayhurst Co., Montreal agen- 
cy. 


Cocktield Joins Cocktield 
A. Stuart Cockfield, formerly 


sales manager of Canant Paints, OTably with the corresponding 
has joined Cockfield, Brown & Week of 1948. 
Co., Montreal agency. In interpreting the data, it 


In 


Northern California 


MORE PEOPLE LISTEN — more often —to KNBC 
than to ary other radio station 


KNBC’s 50,000 watt Non-Directional transmitter 
reaches all the markets of Northern California... 


KNBC has the biggest and most loyal audience in 
the San Franciseo-Oakland Metropolitan Market — the 
seventh largest, fastest-growing major market in America. 


« And as a plus, ANBC penetrates all the rich, fast-growing markets 


PLUS-Market Case History 
Stockton-Modesto 


throughout Northern California. pus MARKETS like Stockton- 


Modesto, L kiah-Mendocino, Napa-Santa Rosa, Santa Cruz-Monterey, 
Sacramento, San Jose-Santa Clara, and Eureka-Humboldt County. 


ONLY KNBC can reach all these markets — in one, big 
econonmcal package. KNBC sales reps will show you how... 


KNBC delivers MORE PEOPLE (in one pack- 
age!)—at LESS COST per thousand —than any 
other advertising medium in Northern California. 


@ Population— 327,300, an increase of 56.5% 
from 1940-1950 


© Effective Buying Income* — $479,821,000, 
an increase of 176.4% 


© Retail Sales*— $357,807,000, up 221.7% 


@ KNBC Audience — Week after week, over 
four-fifths of the radio families listen reg- 
viarly to KNBC 


*Soles Management's 1951! Survey of Buying Power 


Northern California's NO. 1 Advertising Medium 


50,000 Watts — 680 K.C. 


San Francisco Represented by NBC Spot Sales 


a. 


eserve Figures on Department Store Sales 


Advertising Age, August 27, 1951 


DEPARTMENT STORE 


SALES INDEX 
1935-39 EQUALS 100 

Week to Aug. 11, '51* p251 
Week to Aug. 12, '50*..273 
Week to Aug. 13, '49*_.218 
Wee« to Aug. 14, °48*..258 
Month of June, °51*..p284 
Month of June, '50*....280 
pPreliminary 

*Not adjusted seasonally, ; 


should be noted that the percent- 
ages reflect comparisons of the 
dollar volume, not the unit vol- 
ume. Allowances, therefore, should 
be made for price fluctuations. 

Among the districts reporting to 
the Federal Reserve Board, the 
Minneapolis area recorded the lar- 
gest loss, off 13%. The Dallas dis- 

jtrict was down 12% and the 
| Cleveland area registered a drop 
of 11%. 

The largest loss recorded in any 
city was the 21% decline in Okla- 
homa City. Wichita gained 6%; 
Syracuse was up 3%, and Miami 
and Spokane showed gains of 2% 


and 1%, respectively. 

%~ Change from "0 
Week Ended 
| Federal Reserve July Aug. Aug. 
| District and City Bey 4 i 
| UNITED STATES —irwt —8 
| Boston District —9 —18 —7 
| New Haven —4 -6 —5 
Boston —2 —-14 —7 
Lowell-Lawrence —» -—16 -—4 
Springfield 12 6 -7 
Providence —29 21 —18 
New York District —a —-1 —# 
Newar —18 —15 —15 
Buffalo -15 —10 —6 
New York 19r—-13  —9 
Rochester 15 —10 0 
Syracuse 14 r—7 3 
Philadelphia District —w —1 —I! 
Philadelphia 21 r—19 —15 
Cleveland District —23 —13 —I11 
Akron 27 —11 5 
Cincinnati -33 28 —16 
| Cleveland 25 17 mil 
| Columbus —19 7 —14 
| Toledo 23 7 —3 
| Erie 16 3 —4 
| Pittsburgh — 26 21 16 
Richmond District —ir-i —s# 
| Washington 21 17 —8 
Baltimore i9 1 —# 
| Atlanta District r—20 r—14 
| Birmingham —24 14 6 —10 
Jacksonville 9 -—8 —l 
| Miami —14 r—16 2 
| Atlanta 26 r—21 —15 
| Augusta 7 6 0 
New Orleans 18 —l6 —6 
Nashville -0 —7 —9 
Chicago District -~ —5b —# 
Chicago 13 16 6 
Indianapolis —17 17 —5 
Detroit 26 —12 7 
Milwaukee ~25 14 = —8 
St. Louis District —3 -—-lw —t 
Little Rock 24 —o -—4 
Louisville 25 —17 —10 
St. Louis Area -23 os —4 
Memphis 23 —8 8 
Minneapolis District —aI 35 15 
Minneapolis 25 —24 —12 
| St. Paul 33 30 —17 
| Duluth-Superior 23 —14 en) 
| Kansas City District —a -—I2? —# 
| Denver 27 18 12 
Wichita 21 4 6 
Kansas City 23 —9 10 
St. Joseph 14 —10 ° 
Oklahoma City 26 24 21 
Tulsa 34 —24 10 
| Dates District —19 —ll —12 
| Dallas 2 —22 —17 
| El Paso 12 14 10 
} Fort Worth —26 -16 -—9 
Houston —5 rl2 —13 
| San Antonio —29 —18 —10 
San Francisco District —Nrib —é 
} Los Angeles Area 26 —15 - 6 
Oakland 235 —10 —4 
San Diego —24 —17 —7 
San Francisco 18 -—l4 —7 
| Portland —24 —16 7 
Salt Lake City —21 —18 —9 
Seattle -14 —19 —10 
Spokane -—9 —11 1 
| rRevised. 


*Data not available 


| Plans Canadian Shoe Chain 

Dolcis Ltd. has been formed 
in Canada by British and Swiss 
interests to operate a chain of shoe 
stores across Canada. The first 
store was opened this month in 
Toronto. 


Frank-Law Agency Moves 

Albert Frank-Guenther Law, 
Chicago agency, has moved to 
— quarters at 1 N. LaSalle 
St. 


IWT Gives Clark PR Post 

Dona Clark has been promoted 
to West Coast publicity director 
in Hollywood for J. Walter Thomp- 
son Co. 
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Seven Detroit Area 
Stations Cooperate 
to Promote Radio 


Detroit, Aug. 21—‘Wherever 
you go—there’s radio!” 

The residents of the Motor City 
are well aware of this following 
the first week of a cooperative 
campaign being conducted by ra- 
dio stations in the Detroit area. 

Stations participating in the 
drive to make listeners more radio 
conscious are WXYZ, WJR, CKLW, 
WWJ, WJBK, WEXL and WKMH. 

Focal point of the drive is the 
slogan “Wherever you go—there’s 
radio!” which is used on station 
breaks, in spot announcements and 
by disc jockeys. The slogan also 
will be used in all cooperative ad- 
vertising of the stations, which 
will include transcribed spots, sta- 
tion breaks, car cards and news- 
papers. No station call letters will 
be used in the co-op ads. 

Each station’s share in the op- 
erating budget of the cooperative 
campaign is based on its Class A 
rate. Individual stations will sup- 
plement the co-op drive by in-, 
corporating the slogan in their reg- 
ular newspaper and trade adver- 
tising. 


‘Atlanta Journal’ Boosts 
Biggers, Johnson, Brown 

George H. Biggers, assistant re- 
tail ad manager, has been pro- 
moted to retail ad manager of the 
Atlanta Journal and Constitution, | 


, af, *: 


Brown Johnson Biggers 
succeeding William M. Cunning- 
ham, who retired for reasons of 
health. 

Louis G. Johnson, ad manager 
of the Journal-Constitution Sun- 
day magazine, has been appointed 
to succeed Floyd W. Hurt as gen- 
eral ad manager of the papers, 
and he in turn is succeeded by 
Roy H. Brown, assistant general 
ad manager. 


Badger Joins FC&B, Houston 

E. H. Badger has been appointed 
assistant general manager of the 
Houston office of Foote, Cone & 
Belding. 


“INQUIRIES 
MOST 
GRATIFYING’— 


says Jacobsen Mfg. Co. 


manufacturers of 


POWER LAWNMOWERS 


. in The Rotarian, 

Jacobsen advertising reaches 
285,000 home-loving business men. 
225,000 own their homes 

(average vaive $20,000); 

108,300 own income property; 
65,550 own farms; 

79,800 plan to build or buy. 


Yes 


And .. . these men are also active 
in civic affairs and influence 
buying of school, church, club, 
hospito! and municipal supplies 
and equipment. 

it's a bonus market that 

runs into big money. 


Want more facts? Ask us. 


*Kotarian 


35 € WACKER DOR., CHICAGO 1, thk. 


Scheidt Boosts Bradley 
Douglas Bradley, head of the 
bottle house operation of Adam 
Scheidt Brewing Co., Norristown, 
Pa., has been promoted to assist- 
ant to the president. Joseph S. 
Rambo, at one time on the sales 
staff, has been appointed assistant 
sales manager of the brewery. 


Pinkham Joins NBC-TV 

Richard A. R. Pinkham, circu- 
lation manager of the New York 
Herald Tribune, will join National 
Broadcasting Co. in September 
as planning manager of its TV 
network. 


Bookbinders Consolidate 

Two Portland, Ore., bookbinders 
have consolidated under the gen- 
eral managership of Fred B. Lin- 
coln. They are Lincoln & Allen Co. 
and Davis & Holman. Offices are 
in the Hughes Bldg. 


McCullough Named S.M. 

John C. McCullough, Toronto 
branch manager of Canada Car- 
bon & Ribbon Co., Toronto, has 
been promoted to national sales 
manager. 


Promotes Angora Sets 

Dorothea Knitting Mills, Toron- 
to, will promote its Dorothy Anne 
angora sets for women in Cana- 
da this fall with rotogravure ads 
in English and French language 
weekend newspapers. Muter, Culi- 
ner, Frankfurter & Gould is the 
agency. 


Dairy Buys KLAC-TV Films 


Golden State Dairies, San Fran- 
cisco, has signed for Sunday spon- 
sorship of 26 feature films recent- 
ly acquired by Station KLAC-TV, 
Los Angeles, from Quality Films. 
Golden State, through Guild, Bas- 
com & Bonfigli, will pay $3,000 
weekly for the series. 


45 


TV Backs Rheingold Contest 


Liebmann Breweries, Brooklyn, 
is sponsoring a heavy schedule of 
five-minute films on eastern TV 
stations through September to pro- 
mote its annual “Miss Rheingold” 
contest. The promotion for Rhein- 
gold beer is handled by Foote, 
Cone & Belding 


of a series of people YOU 
have on Your Mailing List. 


No: 
_ 


Qe nee he 9° 
wmispiocet ** 


meyer «use REPLY- 0 tetter 


p= 


we REPLY-O 


PRODUCTS COMPANY 


180 WEST 22nd st. NEW YORK 11 


DETROIT — TORONTO 


Wont be put off! 


See Your Favorite Western 


“Admiral 
TELEVISION 


a, 


grapes giving the 


light broz 
You are a busy guy, 


business to think 


and think for 
television! 


> Or 


can do more? 


the mind... 


stopper, attention ¢ 


display. 


animated displays? 
display 4 


your hud we t’ 


Starr & Borden Avenue 


on your mind, Eyes stuck 


open, or an old friend from Hothoot, 
Or willing to seitle 
falling body, or the Maharanee of Mocha 
ceith a 400-carat sparkler in her elegant 

On NOSE... 
going somewhere. 
about, vo 
something wiggles in a window, 
and bucks, 


on a brone that bucks, 


a minute 


Musr Be some pispiay'! 
motion engages the eye...: 
lot of audience at little cost 
product, but your dealer’s window or 
Needs no ¢ lectric outle z 
battery for two weeks. 


Can be used anywhere in a store, 


invbody in a hurry... 


Would you like us to show you some 
And show you 
an better meet your ne 


° Phone ° 


Yow re not just moping along, nothing 


out like 


local Grables a gander. 


Waiting for time to pass, the bars to 


Irk. 


for a windy corner, 


Not you / 


Got 
Then 


and you find 


ur business... 


yourself watching a cardboard cowpoke rocking 


And bucks. 


A small display made you stop, look... 


about Admiral 


..What other type of advertising 


as much? 


It is...Ca) by 


Linson-Freeman, and (b) animated. Becaus 


ind the eve enyvaye 


this kind of display is a trefiic- 


retter, comment starter, vetsa 


not only for your 


unter 


It costs less than any other type of animated 


wiring, 


special installation, Operates on a flashlight 
A spr ing gives secondary 


animation to the cowboy in the saddle 


and set up by 


Makes your display 


dollar do a mighty big job. 


EF 
an Eb 


eds ind 


how 


wire, or write. 


Einson-Freeman Co.,, Inc. 
Devisers of displays that do something! 
, Long Ist 


and Citv, New York 
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July Advertising Pages and Linage in Farm Publications 


Ofticial Figures as Compiled by Farm Publication Reports Inc. 


Publications with an * report directly to ADVERTISING AGE 


Advertising Age, August 27, 1951 


Current Month Current Month 

Commercial Dis- Commercial Dis- 

play Excluding play Excluding 
7 Poultry, Classified Poultry, Classified 

otal Advertising, In Pages Total Stunts, In Line and Livestock, In Total Advertising, In Pages— ——Total Advertising, In Line: and Livestock, In 

July duly n.-July Jan.-July July duly n.-July ‘a, -July Lines duly duly jan.-July Jan. -July "duly July Jan. -July “van.-July Lines 

1951 1950 1951 1950 195] 1950 “1951 950 1951 1950 1951 1950 1951 1950 1951 951 1951 1950 
Farm Magazines Oregon Farmer ........ 7.1 29.8 273.6 295.0 20,523 22,524 206,975 223,062 19,038 20,471 
*Oregon Grange Bulletin 131 123 1037 96.3 308 =©12,922 112.614 104.090 14,308 12.922 
Capper's Farmer 347 408 345.4 369.9 23,571 27,731 228,896 251.565 22.817 26.940 Pennsylvania Farmer .. 27.8 23.0 316.4 315.2 21,333 17.688 242,947 242.121 18,424 15,431 
Country Gentleman 57.7 638 658.2 703.5 39,233 43.385 447,570 478,418 et 42.638  #tPrairie Farmer: .... —— 46.3 454.6 — 33,676 —— 330,876 —— 398 
Farm dourral ee 6A 4 635 643.1 6912 27.616 27.253 275.948 553 26,673 26,272 — — + =* — ™) —_— 7m —_ pat. 708 — 2 a A 
=6Farm anch wi thers: ith . — ‘ os h — . —— —— 

Agriculturist Average 2 Editions 45.7 —— 498 —— 33251 —— 363.107 aa 327.908 

Upper South Edition 24 «a 227.0 —_ "| — 154,326 a aume Rural New-Yorker ..... 22.0 20.2 230.6 284.1 17,249 15,829 180,780 222.728 12,963 12,575 

Lower South Edition. 212 —— 2233 —— 14435 —— 151'864 — 143339 —— Utah Farmer .. 316 233 3335 207.4 23,880 17,608 252.110 ‘836 21.556 16.988 
ee = aaa aes _—_ a @ tome 45.1 50.7 5322 S016 35,381 39,775 417,319 393,199 33,235 37,384 

I? rt) ee) tn cee Ge nae . , . ' 5 A ‘ \ . 

#Carolina-Va. Edition 55.9 525 535.7 5743 38,015 35,689 364.254 390,523 36,429 34,151 | Washington Farmer .... 26.5 29.3 274.0 295.9 068 = 22,134 = 207,156 =. 223,726 18,583 20,081 

ee OO ee Ae | eee ees Os os 6a Tk Ce «Ce 6 

= Ky.-Tenn a U i —_ . A s ‘ . J . 7 

Eétion Pon 56.0 522 530.0 557.3 38,050 35,481 360,438 378,941 36,581 34,127 | ag Agriculturist . 335 36.9 373.5 358.1 26,283 28,927 292, 280,794 25,507 28,070 

=Miss.-La.-Ar otal Group ........ 723.1 723.9 7,573.9 7,274.8 558,833 558,384 5,830,112 5.599.616 494,677 497,068 

Edition ......... 584 S41 539.8 563.2 39,684 36,780 367,013 382,918 150 35,171 — 
#Texas Edition 628 593 S928 6126 42683 40,321 403,073 416.578 41,347 38,925 | Snel intinded im totale, {lllinsis and Indians editions wot listed separately prior to April 1951. §This edition alo 
Average 5 Editions 581 544 5521 579.0 39,459 37.009 5,406 393,699 37.979 35,516 as 
Successful Farming .... 586 63.7 658.0 2.5 26,350 28657 291,689 307,129 25.795 28117) 

Total Group ........ 273.5 286.2 2,856.8 3,026.1 156,229 164,035 1,618,909 1,727,364 151,462 159,483 | Bi-Weeklies 

#Not included in totals. §Published only two editions in 1950, so comparable figures are not available. Soe ome. eer 57.6 55.3 456.3 439.4 43,525 41,822 344,963 332,230 41,495 40,194 
. Northern Edition... 54.9 444 3543 3668 41, 33,531 267,825 277,199 36,582 30,805 
Monthiies Southern Edition . 531 453 360.2 3676 40.127 '259 272.299 2771869 36.660 ‘477 
verage oe . ;° “ 

Digest 128 281 1336 1562 2513 3562 26,193 30,213 2513 3542 | opamyewcleme News BE 123 Bid Sun ‘cane “ZeeS 270063 6277558 5662) 35114) 
American Fruit Grower. 44.4 45.1 2235 2846 19.175 19,463 96507 1051549 19/043 19.307 7 . SS ee oe ee ee ee 
nese sel ol gg sol , , , ' ; , Total Group ........ 120.4 1125 897.6 899.9 90,762 84,703 ~ 676,177 677,760 84,035 79,558 

Eastern Edition 246 250 2955 3213 10,542 10.742 126, 137,843 8,583 9,155 | Not included in totals. 

#Central Edition... 20.4 214 2610 2731 8.769 9,193 103,395 117,130 7.510 8.135 | 

Arerage'3 Editions’. 2140 223 2479 2773 Bee 968s le aes Limos | Seis ase 

Average ditions y 1 i 9 9. 8, 7,618 . 7 . ‘ 

Arkansas Farmer 119 #142 ©= 110.1 2 9,009 10,803 3,2 4,384 8.735 10,543 Farm Linage Trend Figures in Thousands 

Better Farming Methods 37.3 307 277.3 216.9 15,999 13.182 118.913 118-849 15.901 13.154 

*Better Fruit ‘ a ‘ . 2' 13° 7 =} . 

Breeder's Gazette: 186 146 1572 135.0 8383 6572 70,709 60,761 5,188 3,912 MAGAZINES MONTHLIES 
*California Citrograph 241 29.1 1733 1868 16,226 19530 116,480 125,510 16,128 19,348 1951 1951 

oCattiom — sis eas Py $32 i 34 139 27 509 279/336 240/276 20.073 13362 

=§* Electricity on the wiy[isé ¥|378 J 

Farm 152 161 783 791 5413 5,741 27,924 28,234 5413 5,741 ; 

Farmer-Stockman 575 229 2798 2481 43.106 17,396 211,968 188. 41.326 16563 | JUNE|2I5 | JUNE] 341 | 
*Florida Cattleman 436 345 3369 2996 18319 14504 141.474 125,831 15.295 10.209 

*Florida Grower 225 95 1339 1265 15.328 6470 91,31 86.515 14,944 6 1950 1950 

*Idaho Granger . 98 109 586 7 10675 11844 63,721 71942 —— . 
Kentucky Farmer 203 165 159.2 1428 15910 12939 124:797 112025 14456 11599 | JULY — 2 JULY 
*Michigan Farm News 2.1 17 19.4 145 4,846 3,903 44.911 34,034 4,816 3,843 a 

Pradeeer  2 6768.67.32 4BS2 50.208 © «48.900 7874 4,527 

Producer . b> 67. ‘ . ‘ . . 
t*Nation's Agriculture 82 79 583 557 3683 3,540 26177 25,072 3,683 3.540 SEMI-MONTHLIES BI-WEEKLIES CANADIAN 
"New Jersey Farm and 1951 1951 1951 

on ees i Tee ee er 

| *Ohio Farm Bureau News 6 ; , ‘ . ; 1220 
1 Pacific Poultryman 28.7 17.7 257.4 2605 12.315 7.607 109878 111.831 8,725 4,430 suy[559___| siyfoi_ | sury[220__ | 
Stoners eat 255 30.7 3214 387.6 10,934 13,180 137.878 166.286 8932 1.448 |JUNEI608 JUNE JUNE 

zEastern Edition o d . . p ‘ J 608 ~—sid 

= Central Edition 20.5 27.55 2804 3281 8808 11.808 120,265 140.78 7.313 10,667 60 Com 
| Western Edition 18.1 246 2434 289.2 7.780 10.547 104.442 124,041 6593 9.637 1 1950 195 
Average 3 Editions 21.4 27.6 2817 335.0 9174 11.845 120862 143,704 7.613 10,584 
Southern Farmer 63 55 58 3 60.5 6,927 6,120 64,360 66,7 5,787 5.000 JULY suvy ES JULY 
> Southern Pianter 211 186 204.2 200.4 14.802 12.988 142.965 140.232 14.084 12.232 | | 
1 *Turkey World 30.5 29.9 3558 339.7 13,084 12821 152.836 145.727 12.251 10,505 
*Western Dairy Journal. 33.3 35.1 283.7 277.8 14.014 14.756 119,295 116,721 6510 6,444 
toch 
——s cnemes 78.9 65.6 663.2 634.3 33,159 27.556 278649 266,428 13,501 12,954 All figures in the following groups were compiled by Advertising Age 
*Wyom Stockman- 

former... 18.3 17.2 1332 1309 16,378 15,392 119,311 117,331 (13,446 12.732) Weeklies 

Total cn 7 623.0 5,870.8 5,733.8 378.090 319,291 2,992,900 2,910,013 304,494 248,854 | Weekly Kansas City Star: 

{July-August issues combined. 2Not included in totals. SJune-July issues combined. Kansas Edition .... 8 195 1705 175.8 41,426 48,043 420,281 433,095 32.593 40,053 

Missouri Edition .... 16.0 17.9 1682 1684 39,343 44012 414, 414,910 30,797 36,482 
Newspaper Monthly Farm Sections Okla-Ark. Edition .. 15.5 169 1595 159.2 38.277 41,763 393,033 392.529 30.447 34.693 
t*lowa Farm & Home . : ete 

Register 141 133 1593 1485 14,953 14.146 168,615 158,343 14.953 14,034 Dailies 
*Rural Gravure 3 432 409 3,900 2830 43.473 41192 3,900 2.830 Chica te Siieewa 
toTexas Ranch & Farm. 182 138 1404 1225 19.418 14728 149.576 130.494 18.438 13,705 | “Mtago Dally Drovers — 57.8 218.0 235.0 135,497 123.010 463.750 500.154 33.451 32.880 

Total Group 36.2 299 3429 3119 ‘271 "31,704 ~ 361,664 330,029 37,291 30,569 | Kansas City Daily Drovers 

+ +Smalier page size (1,055 lines) in 1951. {Formerly Star-Telegram Ranch & Farm News. ‘ Tel “= . goes 67.5 264.8 278.6 146.655 143,535 563,733 592.696 40.789 48,377 
maha Daily Journa 
Stockman ... 714 628 260.1 266.0 151,920 133,663 553,468 566,170 49,554 44,875 
Semi-Monthlies ; St. Louis Daity Live 
American Agriculturist 22.6 18.1 214.0 200.5 16,478 13,165 155,777 145,974 14,816 11,458 Stock Reporter .. 70.0 57.8 : 79.2 . 187.9 148,905 123,053 381,698 399,870 36,755 39,112 
sColtersia Grange Rews 14.7 108 811 74.7 15,996 11,736 88,064 81,309 15,884 11,974 Total Group ..... . 278.0 245.9 ~922.1 ~ 967.5 582,977 523,261 1,962,649 2,058,890 160,549 165,244 
Farmer . 185 17.0 225.7 2129 14,006 12,868 170,638 160,891 12,110 11,541 : 
“Cooperative Digest 55 50 469 2310 2100 21105 19680 21310 2100 Canadian 
a i, Moe Ae set Ty ahees are eaS | BORODR bonne bo'beg | Canadian Countryman .. 19.7 183 237.5 2614 13,779 12831 166,212 183,027 10.967 9,710 
Farmer, The 398 tS OS 3087) an'eo. 23866 «208.778 «218.622 17140 19258 | Country Guide, The .... 253 246 2820 3008 18.201 17,726 202.989 216.666 18201 17,726 
Hoard’s Dairyman 29.8 2 ; 3 34 291 22933 31. 18° Family Herald & Weekly Star: 
Idaho Farmer 27.0 321 294.9 306.3 20,393 24, 222, 231,689 18,908 22,238 | ““seastern Edition.... 54.6 59.8 602.3 636.7 54,624 59,816 602,269 636.822 36,191 42,525 
*Indiana Farmer's Guide 17.0 167 ee eS ae eee eee eet nek | sWestern Edition... 445 49.7 5143 $433 44.452 49.722 514,308 543.332 321630 38.581 
Kansas Farmer 25 335 252 fe Be See |(6kk | 6see on 022 | _ Average 2 Editions. 49.6 S48 5584 590i 49538 54,769 558,289 590.077 34.411 40.553 
ae Cone 5 Ys Se 73-3923 “820133345 37161-2840 SIS] | Farmer's Advocate & Home 
*Missouri Farmer ? . , " aoe | = G@agemiee 2.2.00... ’ . 4 : 4,714 ; 
Missouri Ruralist 247 211 2557 2126 18.766 16025 194,291 161,461 14,817 12,125 |, Masating pe ee Be ie Ss es las 
Montana Farmer- 
‘Stockman 444 49.3 41.6 3663 33578 37290 312.233 276025 30.344 33.636 carentare twee G2 me oo i we ie me ei Mey ee 
“ 1 , ; Gey | Western Producer ...... 36. . 39, .. : : y ’ 
New England. Homestead 313 210 «2687 «249.1 22-307-:18:725 187.994 174374 17299 10133 | Total Group ........ 236.0 239.4 2,603.3 2,735.5 220,233 224,973 2,401,221 2,521,958 143,465 152,342 
Ohio Farmer 355 35.7 3635 360.3 27.237 27,399 279,203 276,637 24,106 24,452 Not included in totals. 


Peller Ads Feature European Awards 


HaMILTon, Ont., Aug. 21—Pel- 
ler Brewing Co., in the wake of 
winning two European awards for 
its Peller’s Private Stock ale and 
Peller’s Gold Crown beer, is 
launching a new drive promoting 
both brews in Canadian magazines. 
The campaign is to be supported 
by direct mail and one-minute 
spots on Station WBEN, Buffalo, 
six times weekly 

The magazine drive has opened 
with facing one-third-page ads, 
one paying public tribute to Pel- 
ler customers and distributors, the 
other featuring two company ex- 
ecutives relating how the brewery 
decided to enter the European 
competition. 

Peller’s magazine ad schedule 
includes Canadian Homes & Gar- 
dens, Hunting & Fishing in Canada, 
New Liberty and Time-Canadian 


George Johnson Promoted 
George A. Johnson, sales mana- 
ger of the Rochester products di- 
vision of General Motors Corp., 
has been promoted to administra- 
tive assistant to the general mana- 
ger. Frederick W. Cummings, as- 


i | sistant sales m¢ er, succeeds to 
Sierra Buys McDonald Mtg. aan a anager, S 


Sierra Electric & Mfg. Co., Los 
eee a eee ea eerie, Launches TV Film Division 
meen re gg , ~ a Commercial Illustrators, Chica- 
pours. 7. = Walters has | go, has launched a film division 
een appointed sales manager. — | with the production of 18 TV com- 
mercials for Omar Baking Co. 
(Fitzmorris & Miller). Boris 
Yakovleff has been named direc- 
tor of the operation, which is 
planning other ventures. 


| Biddle Opens in Chicago 
Biddle Co., Bloomington, II1., 
Stone Joins Lupton Agency agency, is opening a Chicago office 
Timothy J. Stone, Lamy ond with | at 75 E. Wacker Dr. Charles Jones, 
Vick Chemical Co., has joined the| formerly an account executive with 
publicity department of John Ma-| Ruthrauff & Ryan, will be in 
ther Lupton Co., New York. | charge. 


edition. 

Peller’s account is handled by 
William Gent Advertising Agen- 
cy, Toronto. 


Sentinel Boosts May. Parks 


E. G. May and Robert B. Parks 
have been promoted to director of | 
sales and sales manager, respec- 
tively, of Sentinel Radio Corp., 
Evanston, Ill. 


All Is Light in Olympia Beer Campaign 


Ortymp1a, WasH., Aug. 22—-The 
fall advertising campaign for 
Olympia beer, stressing that the 
product is “America’s original light 
table beer,” opens next month in 
dailies of Oregon, Washington and 
Idaho. 

Each headline in the Olympia 
Brewing Co. series compares the 
lightness of the beer with some- 


thing light and sparkling in na-' 


ture. Typical headlines read: 
“Light as a humming bird on the 
wing”; “light as the campfire’s 
glow,” and “light as the twinkle 
of a star.” 

The newspaper ads are 520 
lines in size. Supplementing these 
are small-space reminder ads in 
dailies, a series in 155 country 
weeklies, outdoor boards, televi- 
sion in Seattle and San Francisco, 


| 


Coast. Olympia recently took on 
sponsorship of a weekly television 
program, “Sportsman's Club,” over 
KGO-TV, San Francisco. 

The agency is Botsford, Con- 
stantine & Gardner, Seattle. 


Childs Named Allen A. M. 
Robert S. Childs, formerly sales 


, manager of the bedding and rug 


underlay division of U. S. Rubber 
Co., has been appointed advertis- 
ing and sales promotion manager 
of the rug cushion division of 
Allen Industries, Detroit. 


General Foods Names Witham 

Stephen A. Witham, formerly 
with Lever Bros. Co., has joined 
General Foods, New York, as as- 


| sistant director of market research. 


He succeeds G. S. Brady, who re- 
cently became director of market 


and trade papers on the West) research. 
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Advertising Age, August 27, 1951 


Four Join Lynn Baker 

Jere J. Whitehead has joined 
Lynn Baker Inc., New York, as 
art director; Earl C. Martin and 
Arnold Kushner have joined as 
associate art directors, and Helen 
Claflin as art secretary. Mr. White- 
head was formerly with Federal 
. mestie : M: as 
The company will spend $200,000 21+ director of a retail store chain 
for the season. Of the total figure, and Miss Claflin was previously 
approximately $47,000 will go te! art secretary at Amos Parrish. 


Olympia Stadium for the TV and 
radio rights. Florida Games Sponsored 
Arrangements for broadcasting 


Stroh Pays $200,000 
to Air Hockey Games 


DetroiT, Aug. 21—Stroh Brew- 
ery Co. has signed to broadcast 
and telecast the home games of 
the Detroit Red Wings of the Na- 


Station WWJ-TV will carry the | 
telecasts locally, with WJIM-TV,| all University of Florida football 
Lansing, sending out the picture| games this fall over 28 Florida sta- 
in its area. Sixteen stations in| tions of the Fidelity Broadcasting 
Michigan will be on the radio| System have been completed, 
network, fed by WJBK, Detroit. | through Crisp & Harrison Agency. 


: : acksonville, yi Florid 
Despite the high contract, the ee a the —— 


telecast of the games will not start 

until 10 p.m. and will take in only | Federa] Names Kahm 

the full third period. The station | : 

could not clear the necessary ti | ©. S. Rahm, formerty with Gsn- 
" : . eee, ; me! eral Outdoor Advertising, has 

from the network for an earlier) joined the sales staff of Federal 

start. | Advertising Corp., Paterson, N. J. 


East Point Oysters 
Get Six-City Drive 


Soutn Benn, WasH., Aug. 21—A 
new campaign using spot radio in 
a half-dozen western and mid- 
western cities will be undertaken 
by E. H. Bendiksen Co., producer 
of East Point brand canned oysters. 
The campaign will open in mid- 
September and run four weeks. A 
similar campaign is scheduled for 
the spring, opening in mid-Febru- 
ary. 

Jingles are used entirely on 20- 
second and one-minute radio spots. 
Health appeal is stressed, and 
jingles point out that East Point 
oysters are non-fattening and rich 
in minerals and vitamins. 

Cities in the campaign are Bill- 
ings, Mont.; Phoenix and Tucson, 
Ariz.; El Paso, Kansas City, and 
Wichita. 

Botsford, Constantine & Gard- 
ner, Seattle, handles the account. 


Senne Joins Roberts Agency 
Henry J. Senne has been named 
head of the radio-TV department 


'of Roberts & MacAvinche Adver- 


tising, Chicago. 


Cheri to Abbott Kimball 

Cheri, Los Angeles fashion mail 
order house, has appointed Abbott 
Kimball Co. to direct its fashion 
magazine advertising. 
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Steller, Millar Names Two 
Lewis E. Hatfield, formerly with 
Malcolm Ross Agency, and Ken- 
neth McKenzie Jr. have been 
named account executive and 
copywriter, respectively, of Steller, 
Millar & Lester, Los Angeles 


Ellis Advertising Moves 
Ellis Advertising Co. Toronto, 
has recently moved to 77 York St. 


89% oF 


OILHEATING 

& FUELOINL 

DEALERS SALES ARE UP IN Also a Commercial- 
READ THIS THIS SUBSTANTIAL Industrial Oil Burner 
MAGAZINE STEADY INDUSTRY Section. 


FUELOML & Oil HEAT + 232 Madison Ave., NEW YORK 


16, N. Y. 


The first game to be broadcast 
will be Oct. 11. } 


AA Sends Dr. Lockley 
to the Wrong School 


In a caption Aug. 13, AA had) 
Dr. Lawrence Lockley, formerly 
of New York University, trans- 
fering to the wrong school. The 
professor has been named dean of 
the school of commerce at the 
University of Southern California. 


Calvert Litho Elects 2V.P.s | 


Frank W. Barnard has been | 
elected senior v.p. and general} 
sales manager and Nelson G. Rud- | 
derow has been elected v.p. in! 
charge of label sales of Calvert 
Lithographing Co., Detroit. | 


United Air Names Kennedy 
James A. Kennedy has been ap- 
pointed acting district publicity 
manager of United Air Lines, Chi- 
cago, replacing R. C. Fernald, who 
has been promoted to the head- 
quarters publicity office. 


Barber to NAM PR Post 

Georgia Barber, formerly so- 
ciety editor of the Denver Post, 
has been named publicity director 
of the San Francisco division of 
the National Assn. of Manufactur- 
ers. 


NYU Appoints Drury 

James C. Drury, co-author of 
“Outlines of Marketing,” has been 
named a full professor of market- 
ing at the New York University | 
school of commerce. Prof. Drury 
is a resident of Salem, Ore. 


It’s “TOPS” in its trade 


HANDBAGS & 
ACCESSORIES 


The only publication in the 
field of coordinated 
accessories merchandising. 
Coast to coast ABC PAID 
coverage. “The bible of 
handbags, gloves and 
accessories buyers.” 


ABP 


ABC. 


; Specialized 
TRADE PUBLICATIONS 
1170 Broadway, N. Y. 1, MU 3-8700 


Dower... 


Population: 560,361 


The Denver Post saturates its Retail Trading Zone, blankets 
the State of Colorado, and penetrates the entire Rocky 


Mountain Empire. 


CIRCULATION 


Publisher's Statement 


September 30, 1950 


meet : 
ce 


THE DENVER POST 


TK. Vice of the Rocky Mountain Empcre 


PRIMER HOTT EDITOR AND PUBLISHi® 


Represented Notionolly by Moloney, Regen & Schmitt, Inc 
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Never Underestimate the Power of a — 


Wye, 
| 


= month the women of America go to the 
polls to elect their favorite magazine. And for more 
than eleven years — 135 consecutive “elections’”— they 
haven't changed their minds once! 


- Every month since June, 1940, they have bought 

The power of a woman—and the power of ; mggh 
4 more copies of Ladies’ Home Journal, through news- 
Ladies’ Home Journal with women: stand purchases and subscriptions, than they have of 


any other magazine on earth, bar none. 


together they are the greatest force in advertising today. 


That happened last month, it is happening this 
menth, and it will happen again next month . . . for in 


s 
= Ladies’ Home Journal women find the ideas and 
Ladies’ Home a amnaal nig nana 
inspiration most vital to their chief occupation —living. 
It follows naturally that advertisers with a message 


for women place it in Ladies’ Home Journal, which 
most women read most thoroughly. 


the magazine women believe in 
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Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Feature Section 


Company Plane Valuable to Agency 


Adman: Reduce That Tension 


A Crisp Approach to Cereal Copy 


Researchers Bump Into Human Vanity 


Monk Agency Finds Good Business, 
Good Fun in Company Plane 


Operation of a company aircraft is both 
good business and good fun, in the opinion 
of Howard H. Monk, president of Howard 
H. Monk & Associates, Rockford, IIL, 
agency. 

Over 600 hours of business flying in 
the company plane have been chalked up 
by Monk personnel in the past two years. 

The agency believed in decentralization 
when it began its operations 19 years ago 
in Rockford, approximately 70 miles 
northwest of Chicago’s Loop, and has 
found in the use of its own aircraft the 
perfect answer to any distance incon- 
veniences. 

Equipped for top efficiency, with dic- 
tating machines, intercoms, electric type- 
writers, scientific desks, modern lighting 
and sound-proofing, the agency has 


first Beech Bonanza followed in May, 
1949. While Mr. Monk does his own pilot- 
ing, two commercial pilots are on call for 
flights by other members of the agency's 
staff. 

Across one end of Mr. Monk’s office is 
a frieze of air maps, marked off with 
100-mile concentric circles centering on 
Rockford. Distances are measured in min- 
utes, and appointments are made right 
on the button. 


s “To translate this picture into terms 
of your own potentials,” says Mr. Monk, 
“take a map of your particular section 
and draw 100-mile concentric lines around 
your airport. Remember that the first 
line is only 35 to 40 minutes away, and 
the second one (200 miles) is not much 


puot—Howard H. Monk, president of Howard H. Monk & Associates, Rockford, ready 
for a trip in the agency’s Beechcraft Bonanza. Over 600 hours of flying on company 
business have been chalked up by Monk personnel in the past two years. 


equally modernized its transportation 
with the recent acquisition of its second 
Beechcraft Bonanza. 


e Carrying four passengers in limousine 
comfort, the company plane cruises at 
175 miles per hour and lands at 55. Cabin 
noise level is low enough for conversation 
in a normal voice. Seats recline in airline 
comfort. Air conditioning and draw cur- 
tains at the windows further provide a 
measure of restful transportation that is 
hard to describe until you have experi- 
enced it. Flight and radio navigational 
aids are the latest science has provided, 
and, confusing as the radio and instru- 
ment panels may seem to a layman, 
they’re a symphony of assurance to the 
experienced pilot. 

Mr. Monk, some years ago, activated a 
life-long interest in flying by taking les- 
sons and becoming a pilot in his own 
right. He has served in many capacities 
in the aviation field, and in 1948-49 was 
chairman of the aviation committee of 
the Illinois State Chamber of Commerce. 
He first acquired a two-place Ercoupe to 
experiment with some cautious cross- 
country flights. Purchase of the company’s 


over an hour away. These are air-miles, 
straight as a crow flies—not tortuous, 
winding, nerve-racking road miles. 

“No matter where you are, the air is 
your oyster. Your route’is wherever you 
want to go, and almost whenever. The ‘al- 
most’ is necessitated by the old bugaboo 
‘weather.’” (However, as Mr. Monk 
points out, a review of the flying logs 
of the plane reveals remarkably few trip 
postponements or groundings because of 
weather—fewer, in fact, than similar 
trip postponements because of sleet or 
snow on impassable highways, or de- 
layed train schedules.) 


e “How about the distances from airports 
to where you are going after you have 
saved all that time in the air? Well, for 
example, how about the lakefront air- 
port at Meigs Field in Chicago and Mait- 
land strip on Milwaukee’s lakefront? 
From these, it’s a ten-minute trip to Chi- 
cago’s Loop or Milwaukee’s downtown 
business district. 

“Smaller cities provide almost the same 
convenience. A radio call from plane to 
field, ten minutes or so before arrival, 
generally places an airport cab or rental 


car right at your wing-tip by the time you 
shut off your engine. Or, even bettér, 
many client executives insist on, and seem 
to thoroughly enjoy, meeting the Monk 
plane,” the agency president says. 

“What used to be two-day or overnight 
trips are now easy one-day hops with 
more hours available for business accom- 
plishments at the other end of the line. 
Less fatigue, more energy for the com- 
pletion of the tasks and the problems of 
the exacting business we're in. Less wear 
and tear on agency men who traditionally 
are a harried lot—and certainly more 
time at home with the family or time for 
personal diversion and pleasure. 

“The cost? The average fuel consump- 
tion is approximately 9% to 10 gallons 
per hour or nearly 20 miles per gallon. 

“All of this, of course, is old stuff to 
individuals or companies with experience 
in using an airplane in the conduct of 


Employe Communications... 


business. But even to those calloused in- 
dividuals who have now come to take the 
airplane for granted, it is a thrill to re- 
view the daily contributions of the air- 
craft in business use.” 


e Monk clients throughout the Midwest 
are fast becoming air-minded themselves 
as a result of the practical demonstration 
of air transportation of this type. Six of 
the agency’s clients own a total of eight 
planes and use them almost daily. 

A recent development—just for fun 
is Monk Airlines, of which Howard H. 
Monk is president, chief pilot, and passen- 
ger agent. Each client or other friend who 
has flown in the company plane is sent 
a letter on the line’s stationery enclosing 
a card which certifies that he has com- 
pleted a flight and is entitled to “the ex- 
traordinary rating of pin-feather co- 
pilot.” , 


Editorial Boards for Industry 


By Rosert Newcoms anp Marc SAMMONS 


In the editorial masthead of many pub- 
lications for employes is the claim: “Pub- 
lished by and for employes.” Interpreted 
elastically, this could mean that the boys 
out in the shop, grimy from the day’s toil 
but too mad about journalism to mind, 
scamper to the editorial offices after each 
shift to turn out copy. It could also mean 

and this is what it does mean—that the 
editor and his staff are employes, and 
these are the employes by whom the 
journal is published. 

In our perhaps precise book, the sug- 
gestion that an employe paper is turned 
out by employes should mean that it is 
turned out by employes. They don’t have 
to be the lads who punch the typewriters, 
or read the proofs or make the layouts. 
But they can be, and they should be, 
spokesmen for the people who are the 
ultimate readers. To produce a publica- 
tion fully representative of all groups in 
any company, it is essential that the edi- 
tors move among the people who wear 
overalls, and invite their opinions and 
counsel, 

In the past few years, the editorial 
board has come to be recognized by some 
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companies as useful machinery in cain- 
munication. Some of these boards are @x- 
clusively white collar. A few, like the 
board at American Maize-Products Qo., 
in Roby, Ind., are not. Here seven — 
gather as the need arises to discuss the 
contents of “The Amaizo Corn Ear,” the 
monthly journal published for the com- 
pany’s 1,000-odd employes at the plant 
and in the New York City offices. 

Amaizo’s editorial board doesn't bristle 
with brass. There is no brass arougd. 
There’s the community relations director 
and the industrial relations direct@r. 
There’s the editor of the publicatign. 
There's the safety engineer, and an agr@n- 
omist in research. Possibly the two mpst 
important people in the room—with all 
respect to the others—are a starch dryer 
operator in the plant, who is also a union 
steward, and an assistant foreman in the 
electric shop. 

The publication’s editor, Nadia Mon- 
berg, grew up with the company and 
learned her journalism as she went along 
As a veteran, she knows her way in the 
amiable rough-and-tumble of shop talk 
Hers is the unenviable task of submitting 
proposed contents for perhaps three is- 
sues of her journal, and then backing 


DOES THE WORK—The Amaizo editorial board really functions, without higher-up inter- 
ference. At a typical conference, clockwise from the left foreground, are Thornton 
Higgins, industrial relations manager; Johnny Groff, safety engineer; Nadia Mon- 
berg, editor of “The Corn Ear”; Herb Waters, starch dryer operator and union steward: 
Jim Purcell, community relations director; Joe Matlon, assistant foreman; Charlie 


Ford, agronomist in research. 
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“controllable by the 


away while the board members move in 
with their critical bulldozers. As any eye- 
witness will testify, the conferences are 
not calm, but they are decisive. When the 
agenda is approved, it is fully approved; 
the board members stay with it until 
they agree. And no upper official of the 
company will ride them down 


s Some of the more recent horse-sense 
decisions of the editorial jury resulted in 
good features in “The Corn Ear.” Before 
fingerprinting and photographing of em- 
pioyes were revived at the plant, employes 
read all about it in the publication—found 
out why, when and where it was to be 
done. (Four-fifths of the plants in the 


G. D. Crain Jr. Says... 


country in World War II prepared em- 
ployes inadequately for these measures 
and caused a lot of needless resentment 
as a result.) To explain and describe a 
new type pay check, the publication re- 
produced a specimen before the change 
was made. The Amaizo editorial board 
kicked around the idea of a questions- 
and-answers department for a_ while, 
finally decided it would be a good thing. 
Earle E, Langeland, plant manager, gives 
the department solid support and urges 
employes to submit questions. 

An alert editorial board will put an 
employe publication on its toes. If the 
board is representative as well as alert, 
the publication will stay there. 


The Word for It Is ‘Tension’ 


Anyone reading the weekly obituary 
columns in ADVERTISING AGE, and noting 
the large number of men who pass on 
while in the prime of life, would be justi- 
fied in concluding that there are special 
hazards to health and longevity in this 
business. 

Such a conclusion would be justified, 
for the majority of deaths appear to be 
due to heart disease and related disorders. 
It might almost be said that the word 
which describes the health problems of 
most advertising executives is “tension,” 
since high blood pressure, heart ailments, 
nervous disorders and related troubles are 
nearly always induced in part by living 
under undue pressure for long periods at 
a time. 

Considering also the fact that the popu- 
lation as a whole is living longer, and 
that most people in the advertising busi- 
Ness are in a favorable position from an 

conomic standpoint, and thus have ex- 
me facilities for health service, it 
Gs little short of shocking that so many 
jable men in this field die young. 
' 


. Most medical men agree that diseases 
of the kind to which people in this busi- 
Ness appear to be most susceptible are 
pself-induced, in the sense that they are 
individual himself. 
‘The right philosophy of living, accom- 
panied by a correct regime of work, play 
and relaxation would do a great deal to 


“extend life, as well as to make life more 


worth living. 

The typical advertising man is young 
“or in middle life, and he is ambitious 
and energetic. He is a driver—of himself 
and other people. He is in a competitive 
business, which he enjoys, and he spends 
himself recklessly to meet the demands 


Salesense In Advertising... 


which that kind of business puts on him. 
He is also in a service business, which is 
based in many cases on personal relation- 
ships. So he spends much of his time 
with his clients, with entertainment of 
those he is doing business with or would 
like to do business with, an important part 
of his drive toward success. 

This kind of living means usually lots 
of traveling, which in spite of all the 
ads say is still hard work if taken in large 
doses; he usually does his fair share of 
drinking, and sometimes more; he is fre- 
quently up until late at night, but Johnny- 
on-the-spot for early appointments next 
day; he is constantly meeting deadlines 
and a full schedule of appointments, 
and he usually smokes too many cigarets. 
That is the strenuous life as Theodore 
Roosevelt saw it, except that Teddy 
thought in terms of the physical side of 
things much more than the nervous and 
mental type of exertion. 


@ On the other side is the man who has 
learned to take things easily; who works 
hard, but never beyond reasonable limits; 
who likes his customers and his contacts, 
but never permits business to impose too 
many demands on the time assigned for 
rest and leisure; and who expects to suc- 
ceed on the basis of what he can do rather 
than chiefly because he is on a good per- 
sonal basis with certain people who rep- 
resent important sources of business. 

There is indeed a happy medium in 
this business for the man who wants to 
do justice to his work, to his clients and 
to himself and his family; and the key 
to his program is likely to be moderation. 
He enjoys living, he likes his work—and 
he plans it with the idea that he is going 
to be at it for many years to come. 


No Researcher Has Yet Licked the 
Problem of Human Vanity 


By James D. Woo.r 

Every now and then this department 
gives voice to considerable doubt about 
the validity of researchers’ findings when 
they attempt to probe into the mind of 
the so-called common man. Or of any 
sort of man for that 
matter. Last week the 
difficult art of re- 
searching human han- 
kerings was commented 
on at some length. The 
opinion was advanced 
that it is hard to find 
out what the consumer 
wants because the con- 
sumer does not know, 
most of the time, what 
he wants himself. 

It appears that another great diffi- 
culty is inherent in human vanity. 

Nearly all probes proceed, as a rule, 
along four lines: 


Jim Woolf 


1. What does the interviewee KNOW? 
What are dental caries? What is halitosis? 
What is lager beer? What does octane 
mean? What is vitamin E? What is a 
promissory note? What is “throat 
scratch”? Where is his “T-Zone’’? 

2. What does he THINK? Is vitamin E 
essential to his diet? Is candy hard on his 
children’s teeth? Is daily bathing good or 
bad? Is it cheaper to rent or own a house? 
Are reducing diets harmful? Does “Beer 
Belong?” 

3. What have been his PAST AC- 
TIONS? Is he the one man in seven who 
shaves daily? Have his children always 
had plenty of fruits and vegatables or is 
his a meat-and-potatoes family? Has he 
thriftily been buying government bonds? 
Has he kept his children away from 
trashy movies? Has he been training him- 
self through home study for a better job? 
What is his average daily consumption of 
liquor? What is his average golf score? 
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deserve a pat on the back. 


The Creative Wan’ Corner 


Next to bread, The Corner suspects that breakfast cereal is one of the most 
difficult of products to advertise. There is so little you can say about it— 
without appearing to protest too much. Give it a health appeal—and it doesn’t 
support a 
its crispiness or its crunchiness—and the words quickly acquire a ridiculous 
triviality. Cartoons in The New Yorker have quite frequently—and quite 
justifiably—taken breakfast cereal advertising to task. 

Along comes Kellogg, however, with an unusual layout, an equally un- 
usual situation, beautiful color photography and exceptionally 


friendly copy—and Rice Krispies acquire a new appeal to the appetite. A 
phrase, too—“The Talking Cereal”—has been applied that is simple and apt 
enough to connote crispness beyond the ordinary and to impart a degree 
of distinction that sets Rice Krispies apart. 

The Rice Krispies advertising, in The Corner’s opinion, has taken on a 
remarkable degree of “invitation to use” that merits citation in a field in 
which advertising has become all too banal and repetitious. All concerned— 
the idea man, the copy man, the layout man and the photographer who pro- 
duced it, as well as the client who showed the good sense to approve it— 


health appeal. Talk about 


fresh and 
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4. What will his FUTURE ACTIONS 
be? Is he going to see to it that his chil- 
dren get a better diet? Is he going to cut 
down on his smoking? Is he going to send 
his daughters to college? Is he planning 
to increase his life insurance? Is he go- 
ing to have his house painted, or install 
a modern heating system, or buy a tele- 
vision set, or join the Book-of-the-Month 
Club? 


Vanity Rears Its Ugly Head 

The first type of probe—What does the 
interviewee KNOW—looks easy. Either 
the interviewee knows or he (or she) 
does not know. But it isn’t that simple. 
When he doesn’t know, this fact is not al- 
ways readily apparent to the interviewer, 
for the interviewee is prone to guess— 
and often guess correctly. 

The second type of probe—What does 
he THINK?—gets into the realm of the 
interviewee’s opinions. Here we are op- 
erating in a difficult area because most 
persons, despite their dissembling, have 
no genuine convictions about most things 
most of the time. Are reducing diets harm- 
ful? Is he paid less than he is worth? Are 
war bonds a good investment? Is a costly 
car a necessity in his business? Are good 
books a waste of time? When the inter- 
viewee has no honestly thought-out con- 
viction on the question, will he frankly 


confess up to it? Not if he can help it. 
Hastily he will formulate an opinion on 
the spot that will support his ego. 


e The third type of inquiry—What have 
been his PAST ACTIONS?—is also be- 
clouded by vanity. When the interviewee 
has greedily been eating the wrong foods, 
or neglecting his children’s manners, or 
reading trashy magazines, or throwing 
away his money on the horses, will he 
confess to these facts with sufficient 
frequency to permit statistical validity? 

The fourth type of probe—What will 
his FUTURE ACTIONS be?—is beset 
with difficulty for the same reason. When 
the interviewee has no honest intention 
of changing his habits and renouncing his 
prejudices, will he readily own up to it? 
The answers he gives the interviewer 
will be those that show him up in the 
most favorable light. 


Statistical Accuracy 
Almost Impossible 

A consumer survey report from the In- 
stitute of Public Opinion, sent to me some 
years ago by Princeton University, seems 
to bear out the foregoing contentions. 
One example from the findings will suf- 
fice: 30% of thousands of adults inter- 
viewed said that the United States had at 
one time been a member of the League of 
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Nations. This figure, because of human 
vanity, cannot possibly be statistically re- 
liable. 

Here are the answers to the question, 
“Do you happen to know whether the 
United States has at any time been a mem- 
ber of the League of Nations?”— 

Yes, it has: 30% 
No, it has not: 44% 
Don't know: 26% 


@ These percentages do not mean a thing. 
The only completely acceptable answer 
came from the 26% who didn’t know 
and were not too vain to admit it. But 
how many of the remaining 74%, 
ashamed to admit ignorance, were guess- 
ing in the hope that they would hit the 
jackpot? 

How many of the 30% whose answer 
was, “Yes, it has,” did not know for sure 
and took a chance on their answer? 3%? 
5%? 10%? 

And did all of the 44% who gave the 
right answer answer with confidence? 
Isn't it a fair assumption that some of 
them, and maybe a lot of them, didn’t 
know, were too vain to admit it, guessed 
—and luckily hit it right? 


s Twenty-six per cent were honest 
enough to admit they didn’t know. Equal 
honesty on the part of everybody inter- 
viewed might easily have upped that fig- 
ure to 40% or 50%. Nobody will ever 
know. 

How often is the 26% honesty figure 
matched in most consumer probes? Doesn't 
it seem possible that many people, pos- 
sibly 75% of them, tend to give the an- 
swers that make them look good in the 
eyes of the interviewer? Even when the 
probing is done through the medium of a 
letter and questionnaire, unsigned, isn’t 
it probable that many of the answers are 
dictated by human ego? 

Take, for example, this question: “What 
are your favorite magazines? Please list 
them in the order of their importance to 


” 


you. 


es Some years ago a survey of the maga- 
zines read by 1,000 employes of a soap 
factory, about 80% of them women, was 
made by an agency’s media department. 
Each employe was provided with a blue 


Tips for the Production Man... 


card on which were listed 30 magazines. 
The employes were asked to check their 
first choice, second choice, third choice, 
and so on. After the returns were in and 
tabulated, the blue cards as well as the 
tabulation were buried by a careless clerk 
in a file and could not be found. There 
was nothing to do but to make the study 
all over again, this time with pink cards. 
After this second survey was completed, 
the original blue cards and tabulation 
turned up. 

The two tabulations were then com- 
pared—and the findings were discovered 
to be miles apart! The blue cards revealed 
that Magazine A was the No. 1 favorite. 
But Magazine A came in No. 3 on the 
pink cards. Magazine B, No. 4 on the 
blue cards, was No. 1 on the pink cards. 
And so it went. The 1,000 employes of the 
soap factory obviously had not told the 
truth. There seems to be no doubt that a 
great many of those factory girls read 
trashy magazines, a fact that they were 
privately a little ashamed of, and it flat- 
tered their ego to check magazines of 
quality. Unable to recall the prevarica- 
tions they had checked off on the blue 
cards, they fibbed all over again with a 
new set of little white lies on the pink 
cards. 

Both the blue cards and the pink cards 
were thrown away as being utterly value- 
less. 


Research an Exacting Science 

There is no denying the importance of 
consumer surveys to advertising and to 
business in general. But there is no de- 
nying, either, that such probes and sur- 
veys are frequently conducted inexpertly 
and that too much reliance is often placed 
upon their findings. Surveys and polls 
and readership studies in general have 
been oversold and overglamorized far 
beyond their true worth. What the con- 
sumer “thinks” should not be given too 
much weight, and statistical tables of 
“yes,” “no,” and “don’t know,” should 
usually be taken with a grain of salt. 

No researcher has yet licked the prob- 
lem of human vanity. I am not sure that 
I always tell the whole truth when I am 
an interviewee. Do you? 


(Part of the material in this article first appeared in 
“Advertising to the Mass Market.’ by James D. Woolf; The 
Ronald Press Co., New York.) 


A Trick in Planning Imprint Changes 


By Kennetu B. BuTLer 

An advertiser put out a 16-page self- 
cover flier and made imprint changes on 
two of the pages in order to carry a per- 
sonalized message plus the name and ad- 
dress of ten of his distributors. Each dis- 
tributor was getting a different quantity, 
and the runs were not long. He figured 
the typesetting wouldn’t cost much and 
that making the press changes in only two 
pages each would be a simple matter. 

When he received his bill from the 
printer for $135 extra he bounced to the 
ceiling and reached for his phone on the 
rebound. It was about double what he had 
expected. 
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METHOD ONE—Spot ail imprint changes en- 
tirely on one half of the form or the other, 
not on both halves. This problem exists 
only on work-and-turn forms. 


The printer came over and explained 
what was involved. The advertiser was 
only slightly mollified, for it had hurt 
in the region of the pocketbook. 

He could have avoided much of this ex- 
tra expense if he had understood the 
mechanics involved. And explaining the 
mechanics is not simple, either. 

Though the advertiser had wide lati- 
tude in spotting the imprint changes on 
this work-and-turn form, he had placed 
them in opposite “halves!” of the form. 
This had forced the printer to make the 


imprint changes twice—once in running 
the first side of the work-and-turn sheet, 
and again in running the opposite side. 
Straight-through running without chang- 
ing type on the back-up would have, of 
course, produced fliers with two differ- 
ent distributors’ material mixed together. 


s The simplest solution is to procure a 
page imposition chart from the printer 
and then spot the changes all on one half 
of the sheet or the other. This holds the 
procedure to one type change only. 

There is another short-cut, but it re- 
quires some uniformity in the number of 
copies to be printed for each distributor. 
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This method is to have the printer put 
part of Distributor A’s imprints on one 
half of the sheet as he starts his press 
run, and part of Distributor B's imprints 
on the other half. When the back-up 
printing starts, the printer then puts the 
remainder of Distributor A’s pages on the 
other half of the sheet, and likewise for 
Distributor B. In this way everything gets 
backed up properly, and with no repeti- 
tion of labor. 

Similarity of length of runs is neces- 
sary in order to minimize confusion and 
chance for error in keeping the various 
orders apart as the press-run proceeds. 


The Eye and Ear Department... 


TV Brings a Visitor 


It’s getting difficult to write a review 
about nighttime without making it a 
comment on a murder mystery. Amm-i- 
dent toothpaste has one—Tuesday nights 
between 10 and 10:30 on CBS-TV—<alled 
“Danger.” 

The signature is a sort of Third Man 
theme played in a macabre tempo on 
what sounds like a zither, but might be 
a guitar or some other instrument. 

The production is good, as is the acting. 
Yet “Danger,” for some reason, doesn’t 
rise above the average. It lacks a certain 
distinction—usually achieved either 
through a personality, exceptional direc- 
tion or a markedly different story. “Dan- 
ger” is sincere, without being sensational 
-—-in the sincere sense of the word. 

The commercials are well above aver- 
age. Quietly, earnestly delivered by the 
announcer—with a chart showing the re- 
duction in tooth decay brought about 
through the use of Amm-i-dent and the 
particular action of the Py-co-pay tooth- 
brush—they bring into focus the particu- 
lar feature of TV as an advertising medi- 
um: that of a visitor in the house. A visi- 


DANGER—Ringling Brothers circus at Ma@- 
ison Square Garden provides the back- 
ground for this scene from “Dangef,” 
CBS-TV show sponsored by Amm-i-demt. 


tor talks to the family, gains their 
confidence. He doesn’t shout or jump @m 
the furniture. He confides. A certain 
amount of enthusiasm, yes. But a friend- 
ly, not a forced enthusiasm. There's a 
marked difference. Amm-i-dent and its 
agency seem wisely to have recognized 
this difference. 


Mail Order and Direct Mail Clinic... 
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METHOD TWwO—When runs are similar in 
length, have the printer start the run with 
part of A’s change pages on the left half 
of form, part of B’s change pages on the 
right half of form. The remainder of the 
imprint pages are put in the form when 
it is backed up, with no wasted labor. 


How Effective Is Air Mail? 


By Waitt NortHMore ScHULTz 


Does air mail increase returns in mail 
selling? 

When you fly your direct mail does it 
add prestige and encourage more orders? 

YES, definitely, reports the Air Trans- 
port Assn., which sent us some new in- 
formation the other day about how hun- 
dreds of advertisers, after extensive test- 
ing, have found that air mail brings more 
sales and inquiries per dollar. 

For examp.e, Edith Walker, circula- 
tion director of the Book-of-the-Month 
Club, is quoted as follows in the new 
ATA pamphlet: 

“We use air mail reply features ex- 
clusively in our promotions because of the 
extra speed with which they bring back 
returns. In our particular business, it is 
essential that we get returns back 
promptly—especially in tests—and we 
find the use of air mail does this for us 
at very little extra cost.” 


s Exie Tomlinson, Newsweek circula- 
tion promotion director, says: 

“The advantage to us in using air mail 
postage is that orders are received quicker 
and therefore we can begin service sooner, 
which cuts out a great many complaints.” 

Leonard J. Raymond, president of 
Dickie-Raymond Inc., reports in tests 
over the past 30 years, air mail reply 
cards and envelopes have brought in 
more returns at a lower cost per inquiry. 
He adds that the extra prestige attached 
to an air mail letter increases returns, 
particularly when the air mail reply is 
rationalized in some way—such as the 
need for prompt action. 


James Connell, sales manager, Kipe 
linger Washington Agency, says that ob 
a split mailing to 25,000 names, all lo 
cated on the West Coast, air mail return 
envelopes did 40% better than the regu- 
lar return envelope. 

U.S. News & World Report, writes pro- 
motion manager Richard P. Stifel, had 
this experience: 

“In our renewal series, an air mail reply 
envelope inserted right in the last copy 
of the riagazine brings us about 25% 
more renewals than a separate letter 
mailed at the same time.” 


s Other mailers report similar results: 

A test made by the Wall Street Journal 
showed air mail reply envelopes brought 
back 2% times as many returns. 

Barron's, on a test, showed they got 
50% better return when they flew their 
direct mail to their prospects. 

And Standard & Poor's Corp. is quoted 
by ATA as receiving a 13% greater return 
on a recent air mail test. 

It would seem, then, that air mail ac- 
complishes the following jobs: 

1. Speeds direct mail to destination. 

2. Adds prestige to a mailing. 

3. Hurries returns for quick testing. 

4. Increases returns, in specific cases, 
particularly where the need for prompt 
action is highlighted. 

W. J. Walker, assistant copy director 
of Dickie-Raymond, tells us that copies of 
this new ATA pamphlet can be obtained 
from the Air Transport Assn. of 
America, 1107 16th St.. N. W., Wash- 
ington 6, D. C. 

It might be wise to get one of these and 
keep it in your folder of mail order ideas. 
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Arvin Industries 
Plans Heavy Fall 
Advertising Push 


Aug. 24—Arvin 
has scheduled its most 
ad campaign this fall to 
back the company’s 1952 line of 
TV sets and radios, which were 
introduced to distributors July 30. 

Arvin ads in 16 magazines, be- 
ginning in September issues, are 


CoLtumBus, IND., 
Industries 
intensive 


lesigned to accent the company’s 
television and radio sets, although 
electric housewares and metal 
furniture also will get a concen- 


trated play 

According to James M. Jewell, 
Arvin ad manager, a total of 77 
will run between September 
ind Dec. 5. In addition, he fore- 
a sharp increase in the use 
ads and point of sale 


ids 


cast 
of co-op 


CENTRAL PRESS, INC. 


Publishers - Printers - Lithographers 
ESTABLISHED 1930 
Direct Mail - Catalogs - Publications 


one or more colors 


714 S. Adams St., Marion, Indiana 


material, because of “the pro- 
nounced enthusiasm of distributors 
for the company’s new models.” 


e The 
paign 
Gardens, 
tleman, 
Household, Ladies’ Home Jour- 
nal, Life, Pathfinder, Progressive 
Farmer, The Saturday Evening 
Post, Small Homes Guide, Success- 
ful Farming, Sunset, Today’s Wo- 
man, Woman's Day and Woman's 
Home Companion. 

The ads are set to run during 
the 16-week period, with 45 allo- 
cated to the TV-radio division— 
25 for TV and 20 for radio; 17 to 
the electric housewares division, 
and 15 to the metal furniture di- 
vision. 

Copy in the radio and television 
ads, most of which are full or half- 
page color insertions, will empha- 


magazine list for the cam- 
includes: Better Homes & 
Collier's, Country Gen- 


size the new Arvin Dual-Power 
chassis and “color consciousness’ 
of the 1952 line. The slogan, 
“brings every station closer 


makes every picture clearer,” will 


appear in every ad. 


e In the housewares division copy 
—both color and b&w—equal play 
will be given to room heaters, 
toasters, electric irons and the 
Lectric Cook, Arvin'’s combination 


grill and waffle baker. 
sz H 
232,352 
o 2 gu“ 
5£323%3 50 
8323922 
Be e8Zc3S 
S2eue soe 
3SRGE 525 
e22he se 
Se <2" 
33 3 
——- 
iS) 
== 
= 
= E 
—_ QD 
. - 
i —] 
[-¥)  seameste 
= wo 
o a 
> & 
= 
ae coc = 
s/s = 
s 
go;— 
aie 
ev = 
mi 5S = 
xi c 
/ a= 
“1's oO 
oe — in 
cs 
joy SC ol 
= ~ fo 
| a 
: >| ¢ 
aN 050 \ 
Te Lelsz= 
\\\ Od 
\ = wi 
2 o = 
— — 
y, [-*) 
tad 
= — us 
o 5 e 
ii ime * 


Good Housekeeping,| 
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New ARVIN TV powered for farms 


Arvin Dual Power Custom sets bring every 
stabow close — make every pacture clearer 


FARM APPEAL—In Arvin Industries’ fall 
campaign, set to break next month, the 
company will include ads directed at the 
form market, with accent on the Arvin 
Dual-Power chassis. Roche, Williams & 
Cleary, Chicago, is the agency. 


Nine of the 15 metal furniture 
ads will feature the Arvin dinette 
line and the remaining six will be 
devoted to the company’s new 
nine-height, adjustable metal iron- 
ing table. 

In addition to the magazine copy, 
Arvin has prepared an extensive 
variety of local sales aids, includ- 
ing co-op newspaper ad mats, win- 
dow banners, counter cards, enve- 
lope stuffers, silk banners, outside 


displays, window trim, car cards 
and TV film spots. 
A new “rainbow radio” display 


also has been created, along with 
a full-line wall display for radios 
and video receivers. And two new 
illuminated signs are available 
this year. 

Roche, Williams & Cleary, 
cago, directs the account. 


Chi- 


Sales Associates Set Up 

Sales Associates Corp., Newark, 
has been set up to represent man- 
ufacturers on the eastern sea- 
board. In what is described as “a 
new approach to the problem of 
sales representation,” its activities 
will “embrace sales promotion on 
the distributor level, market re- 
search and advertising and public 
relations.” 


Waite Named Clarvan S.M. 
George F. Waite, formerly sales 
manager of the premium and auto- 
motive divisions of Robbins Co., 
has been appointed general sales 
manager of Clarvan Corp., Mil- 
waukee plastics manufacturer. 


Hartline Enterprises Formed 

Mary Hartline Enterprises, a 
name-licensing organization for 
merchandising tie-ins, has been set 
up at 39 S. LaSalle St., Chicago. 
Hank Saperstein has been named 
manager. 


July Sales of 


Advertising Age, August 27, 1951 


Chain Stores 


- = July — % Gain _ 7 months — % Gain 
1951 1950 or Loss 1951 1950 or Loss 

Food Chains 

"Grand Union $ 14,241,312 $ 12,904.145 +104 $ 71,170,564 § Lae +16.9 

Kroger Co . 73,387,567 65, = 177 +12.0 jy aon 818,106 +19.8 

National Tea . 26,652,114 24,246,268 + 9.9 te 216,788 +20.4 

Safeway 101,585,314 87 Sor 015 +16.0 y92. 348, rt 663,036,951 +19.5 

Group Total $215,866.307 $190.230.605 +13.5 $1,.592,538,133 $1,331,958,258 +19.6 
Ma.! Order 
tSears, Roebuck sa93, ~ 136 $251.799,417 —23.2 $1, 7” 825,822 $1,208.213.206 + 4.2 
Spiegel ape 3,222 9,981,929 —22. 858,099 73,338,293 + 0.7 

Group Total $201; t03. 358 $261,781.346 —23.2 $1. 332 (683.921 $1,281.551,499 + 3.2 
Drug Chains 
Peoples 4,060,868 $ 3.725.407 + 9.0 $ 28.094.049 $ 25,911,505 + 84 

Group Total ; 4,060,868 $ 3.725.407 + 9.0 $ 28,094,049 $ 25,911,505 + 84 
Variety and Miscellaneous 
tAngerman Co., Inc. $ 633,702 $ 664573 — 46 § 4,087,990 §$ 3,869,586 + 5.6 
"Beck, A. S. Shoe 2,688,733 2,544, + 5.7 26,014,022 24,376,588 + 6.7 
Bond Stores 4,391,049 3,955,536 +110 41,184,432 38,875,323 + 5.9 
Butler Bros. . 9,537,723 809,600 —11.8 63,337,686 61,510 + 3.0 
Diana Stores Corp. 1,495, 1,387,711 + 7.8 19,071,790 16,908,800 +12.8 
Edison Bros. 5,199,045 5,124,171 + 15 42,854,771 40,820,895 + 5.0 
Gamble-Skogmo Inc. 9,768,172 13,163, —25.8 67,741,610 556,797 — 12 
Grant, W. T -.. 17,964 18,087,559 — 0.7 129,148,224 117,250,571 +10.2 
Grayson- Robinson 

Stores 5,466,847 4,906,892 +114 48,696,926 44,204,603 +10.1 
tGreen, H. L. 7,644,413 7,569,930 + 10 47,299,856 43,964,799 + 7.6 
Kinney, GR. Co... 2,438 2,432 + 0.3 20,399,000 17,776,000 +14.8 
Kresge, S. S. ‘ 21,753,477 21,748.936 —— 155,043,887 144,830,322 + 7.1 
Kress, S. H. . 11,949,709 11,867 + 07 463, 79,628,462 + 8.6 
Lane Bryant, Inc. .. 2,993,866 2,955,149 + 13 227,458 1, + 83 
McCrory . 7,847,303 7,477,264 + 5.0 52,355,213 49,779,241 + 5.2 
McLellan Stores 4.460.463 4,270,862 + 4.4 25,069,994 23,700,415 + 58 
Miller-Woh! Co. 2,435,206 2.086.309 +16.7 31,995,758 099, + 6.3 
Murphy, G. C. .... 11,695,931 11,315,383 + 3.4 83.093,757 74,443,981 +116 
Neisner Bros. : 4,402 4.294.744 + 25 30,970,110 28,609,380 + 8.3 
Newberry, J. J. 12,105,544 11,279,913 + 7.3 77,626,275 68,770,668 +12.9 
Penney, J. 69,798,551 74,116,674 — 5.8 508,437,433 453,395,545 +121 
Rose's 5-10-25 1,379,545 1,346,117 + 2.5 9,529,211 8,534,959 +116 

{Sterchi Bros. 

Stores 870,654 1,579,573 —44.8 4,729,661 6.386.852 —25.9 
Western Auto 14,167,000 18,107,000 —21.8 87,304,000 83,547,000 + 4.5 
White's Auto Stores 1,233 1,431,325 —20.8 7,569,251 8.364.491 — 9.5 

Group Total ..$234,220,778 $244,522,274 — 4.2 $1,699,251,515 $1,565,196.772 + 86 

Combined Total ..$655.251,311 $700,259.632 — 6.4 $4,589.567.618 $4,204,618,034 + 9.2 
‘Four weeks and 22 weeks. {Six months. "Four weeks and 30 weeks. ‘Twelve months. “Five months. 


Pens Real Estate Ad Book 

“How to Write Productive Real 
Estate Ads” has been published by 
Howard Parish, Miami. Written by 
Bradford Wyckoff and edited by 
Mr. Parish, the 128-page paper- 
backed volume offers techniques 
for writing profitable, inquiry- 
puliing aas, and includes examples, 
both illustrative and textual, of 
good and poor ads. The price is 
$2.50. 


Witt Opens Sales Office 

Earl Witt Inc., Chicago mer- 
chandising organization, has crea- 
ted a sales representative depart- 

ment to aid manufacturers in ex-| 
ploiting the Chicago market. Part 
of the plan is to promote Chicago | 
as a test market for new products, | 
Witt contending that results o 
tests in large markets are especial- 
ly impressive. 


Mitchell Takes NPA Post 

Dr. Harry G. Mitchell, director 
of product development and ad- 
vertising of Speer Carbon Co., St. 
Marys, Pa., has taken indefinite 
leave to serve as chief of the car- 
bon products section of the Na- 
tional Production Authority. 


Standard Gets Four Accounts 

Ballard Federal & Loan Assn., 
Fentron Steel Co., Rogers Candy 
Co. and Clark’s Restaurant En- 
terprises, Seattle, have appointed 


Standard National Advertising 
Agency to handle their 
ing 
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photo engraving 
REVERE PHOTO ENGRAVING CO. 

712 FEDERAL STREET + CHICAGO S, til 


advertis- sumption in the U. S. for July, 


Use of Newsprint 
Is Down, Says ANPA 


New York, Aug. 22—For the 
second consecutive month, and the 
third time this year, newsprint 
consumption by daily newspapers 
reporting to the American News- 
paper Publishers Assn. has shown 
a decline, compared with the cor- 
responding month in 1950. 

Newsprint consumption in July, 
1951, was 333,440 tons compared 
with 336,759 tons in July, 50, and 
313,118 tons in July of ‘49. There 
were five Sundays in July in each 
of the three years. 

The first shrinkage in consump- 
tion figures in more than two years 


occurred in March this year. The 
decrease in July was 1% under 
July, °50, but an increase over 
July, 49 of 6.5%. 


Stocks of newsprint on hand and 
in transit at the end of July, 51, 
were 46 days’ supply for the aver- 
age of all daily newspapers report- 
ing to ANPA. 


@ This was an increase of nine 
days’ supply as compared with 
the end of June, °51, and the high- 
est since the end of July, 49, when 
there was a 49-day supply on 
hand. There were 40 days’ sup- 
ply at the end of July, '50. 

Total estimated newsprint con- 
51, 
was 435,869 tons, ANPA reports. 


| This covers all kinds and uses of 
| newsprint. 


For the first seven 
months of this year it is estimated 
at 3,384,610 tons. 

During the first seven months 
of ‘51, newspapers reporting to 
ANPA used 2,589,227 tons of news- 
print, a decrease of 0.2% under 
the first seven months of °50 but 
an increase of 6.4% over the com- 
parable period of °49. 


Owens-Illinois Shifts Searles 


W. H. Searles, formerly in the 
Owens-Illinois Glass Co.’s Kaylo 
division offices, Berlin, N. ; 
has been transferred to the divi- 
sion’s Toledo offices as market 
analyst in the general branch and 
sales control department. 


Rudd Leaves Buick Sales 


Robert E. Rudd has resigned as 
assistant general sales manager of 
Buick Motors, effective in late fall, 
to take a Buick dealership in Cali- 
fornia. 


Higgins Inc. Moves 

Higgins Inc., Chicago graphic 
arts concern, has moved to 46 E. 
Superior St. 
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“Gee— Another 
Swell Dessert!” 


Te America’s tables every day come treats so 
tempting that clean plates and clamor for seconds 
are a matter of course. For wives and mothers rely 
on variety as well as good cooking to keep their 
families happy and well fed. 

To help in planning and preparing these meals, 
countless new and taste-tempting recipes are con- 
stantly offered by the food and publishing industries. . 
These are attractively presented in booklets, folders, XFORD PAPERS 
magazines, books and on packages — and represent 
another vital contribution of good printing to good Help Build Sales 
living. 

To give your folders, brochures and other printed 
pieces the extra eye and taste appeal that help to 
sell more foods or other products or services, Oxford 
Papers are the perfect choice. There’s an Oxford ? 

OXFORD PAPER COMPANY OXFORD MIAMI PAPER COMPANY 
grade that’s right for any printing job, whether by 230 Park Avenue, New York 17, .N. Y. 2 i 35 East Wacker Drive, Chicago 1, Il. 


letterpress, lithography or rotogravure. Mills at Rumford, Maine, and West Carrollton, Ohio 
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Nation-wide Service 
Through Oxford Merchants 


Albany, N.Y 
Atlanta, Ga 
Auvusta, Maine 
Baltimore, Md 
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XFORD PAPERS 


Help Build Sales 


Oxford Papers have long plaved an active part in bringing Philadelphia, P 


Oakland, Cal 
Omaha, Net 
new food products as Well as new ways to prepare familiar 
foods into America’s homes. That's because they are used so 
consistently for magazines, recipe booklets, folders, cook books 
and package wraps. Find out for yourself how much Oxford 


Papers can do to make your selling-in-print more effective. Rocheste 
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* * * 
San Bernare 
IT PAYS TO ASK FOR — AND USE THESE FINE OXFORD AND OXFORD MIAMI PAPERS t Lake ¢ 
Dieure 
COTLED PAPERS CNCOTTED PAPERS San Frar 
San Jose, Cal 
Polar Superfine Enamel Carfax English Finish Seattle, Wash 
Maineflex Enamel Carfax Super Sioux City, k 
Maineflex Enamel Cover Carfax Eggshell Spokane, Wash 
Maineflex Enamel, Coated One Side Wiese Olen Springfield, Ma 
Mainefold Enamel 


* 
Mainefold Enamel Cover Wescar Satin Plate Ofise 


North Star Dull Enamel! Wescar Gloss Plate Offset 
Seal Enamel English Finish Litho 


Engravatone Coated Super Litho 
Coated Publication Text Duplex Label 


OXFORD PAPER COMPANY, 210) Purk Aicnue 7 OXFORD MIAMI PAPER COMPANY, 


MILLS AT RUMFORD, MAINE AND WEST CARROLLTON, OHIO 


Dunton & 
hice & Co 
B d Pape 


Tampa Pape 
Paper Merchants 
Blake, Moffitt & To 
The Mudve Pape 
©. A, Esty Pape 
The. of Carter, Rice & Co. Cor 


15 hast Wacker Drive, Chuage 1, il 
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HAVE A DRINK?—Austin S. Igleheart, president of the General Foods Corp., turns 


waiter as he presents a silver tray to B. C 


. Olney, retiring GF v.p. Board chairman 


Clarence Francis is apparently enjoying the service. The tray, presented as Mr. 


Olney ended 24 yeors with GF, bore the 


engraved signatures of company execu- 


tives and his immediate associates. 


CBS Continues Radio Reassignments 


New York, Aug. 23—Columbia 
Broadcasting System continued to 
overhaul its radio administration 
this week, with a new set of as- 
signments in sales, station ad- 
ministration and managers. 

Wendell B. Campbell, formerly 
western sales manager for CBS 
1. dio network sales in Chicago, has 
been named general sales man-| 
ager of CBS radio sales, New York. 
He was previously general man- 


ager of Station WCCO, Minnea- 
polis. 
CBS radio network and local 


sales in the central division will 
now be supervised by E. H. Shomo, 
assistant general manager of Sta- 
tions WBBM, Chicago, and KMOX, 
St. Louis. As assistants, he will 
have R. K. (Dutch) Huston, for 
network sales, and C. Gilman 
Johnston, assistant manager in 
charge of WBBM sales. 


e Carl J. Burkland, formerly gen- 
eral sales manager of CBS radio 
sales, has been named director 
of station administration for CBS 
radio. Mr. Burkland was pre- 
viously general manager of Station 
WTOP, Washington, and sales 
manager of WCCO 

William Shaw, formerly eastern 
sales manager of CBS radio sales, 
has been named general manager 
of Station KNX, Los Angeles. He 
was previously an account execu- 
tive with the network and assist- 
ant sales manager of Columbia's 


It’s “TOPS” in its trade 


LUGGAGE 
LEATHER GOODS 


The only trade 


magazine serving the 


luggage and personal 


leather goods field. 


@ 


TRADE PUBLICATIONS 
1170 Broadway, N. Y. 1, MU 3-8700 


Pacific Network. 

Carl Ward, assistant general 
manager of WCCO, has been as- | 
signed to WCBS, New York, as 
general manager. He succeeds G.| 
Richard Swift, currently general | 
manager of both WCBS and| 
WCBS-TV, who will now devote | 
full time to the TV outlet. Mr.| 
Ward came to WCCO as promo- | 
tion manager. | 

John G. Grant, who practiced in| 
Los Angeles and New York, has 
joined the legal department of the | 
CBS radio division. } 


1,753 Newspapers 
Will Carry Ads on 
Movie Anniversary 


New YorK, Aug. 21—Every 
daily newspaper in the U. S. will 
carry a large space ad on Oct. 1 to 
promote movies and the movie 
theater. Theme of the effort will 
be “Movietime U.S.A.—Celebrat- 
ing the 50th anniversary of the 
American motion picture theater.” 

Nearly $1,000,000 will be spent 
by the Council of Motion Picture 
Organizations, representing all 
units of the industry, on the ad 
insertions which will run to full 
pages in dailies located in cities 
of 100,000 and more population and 
half-pages in cities with less than 
100,000 people. 


All told, 1,753 newspapers in 


| 1,410 cities will be used. Donahue 
|& Coe is handling the drive. 


ein addition, the council will 
sponsor a radio broadcast on Sept 
24, aired by CBS, which will fea- 
ture a number of Hollywood stars 
On Oct. 8, 250 actors and actresses 
will be in the 48 state capitals and 
make personal appearances in dif- 
ferent cities. . 

Council officials said additional 
newspaper advertising at the state 
and local levels, placed by exhibi- 
tors, might bring the total news- 
paper expenditure to about $2,000,- 
000. 

The decision to use newspapers 


| to promote motion pictures in this 


manner came some months after 
officials of the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Assn., launched a pitch for 
their medium. 


Perfumer Uses Magazines 

Parfums D’Orsay is running a 
heavy schedule of full-color ads 
for fall promotion of its best sell- 
ing fragrances—Intoxication, Di- 
vine and Le Dandy. Starting in 
October and continuing until 
Christmas, there will be an aver- 
age of one full-color page a week 
in Esquire, Glamour, Harper's 
Bazaar, Mademoiselle, The New 
Yorker and Vogue. A supplemen- 
tary b&w schedule will run in 
Charm, Glamour, Mademoiselle 
and The New Yorker. Morton 
Freund Advertising, New York, is 
the agency. 


Washer Makers Urged to 
Restrain ‘No Money Down’ Ads 
In a letter to members of the 
American Home Laundry Manu- 
facturers’ Assn., George P. Cast- 
ner, president of the group and 
general manager of Beam Mfg. 
Co., Webster City, la., has con- 
demned “no money down” ad- 
vertising and copy which urges 
the public to use old radios and 
appliances as down payments. 
Stating that some retail adver- 
tising of this nature “makes a 
farce out of what the Treasury 
Department thought was going to 
be a cash requirement of an honest 


value of up to 15% as the down 
payment,” Mr. Castner urged that 
“in view of this abuse which is 
taking place, it might be well for 
each manufacturer to contact his 
distributors and dealers and urge 
them to restrain themselves in this 
respect before something adverse 
happens.” 


First TV Symphony Sponsor 
Signs Up with WENR-TV 
Chicago Title & Trust Co. has 
signed to sponsor a weekly half- 
hour telecast of the Chicago Sym- 
phony Chamber Orchestra over 
Station WENR-TV, 9:30-10 p.m., 


Tuesdays, beginning Sept. 25. 

In addition, American Broad- 
casting Co.’s net will telecast the 
orchestra on a sustaining basis. 
Both series are said to be the first 
of their type in television. Earle 
Ludgin & Co., Chicago, is Chicago 
Title & Trust's agency. 


Lennen Promotes Madar 

Michael J. Madar, v. p. in charge 
of production at Lennen & Mitch- 
ell, and a member of the agency 
for 23 years, has been named sec- 
retary. He succeeds Reginald 
Townsend, who resigned the post 
some time ago. 
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SOUTH’S BIGGEST FOOD MARKET 


The housewives of Houston — which leads the South in 
food sales —rely upon The Houston Chronicle as their 
shopping guide. Both local and national advertisers know 


this and place their advertising accordingly. 


These Media Records figures for the first six months of 


195] tell the 


GROCERY 


very convincing story .. . 


Sa 


Ftd 


ADVERTISING LINAGE 


RETAIL GENERAL 

Evening Sundoy Evening Sundoy 
CHRONICLE 1,118,598 59,019 527,848 188,448 

Morning Sunday Morning Sunday 
POST 821,374 18,752 257,005 135,838 

Evening No Evening No 
PRESS 404,816 Sunday 100 488 Sundoy 

TOTAL GROCERY LINAGE 

CHRONICLE 1,893,913 

POST 1,232,969 

PRESS 505,304 


To sell the South's Number One Market most effectively, 
use Houston’s Number One Newspaper. 


The Houston Chronicle 


R. W. McCARTHY 
Advertising Director 


M. J. GIBBONS 
National Advertising Manager 


THE BRANHAM COMPANY 
National Representatives 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 38 CONSECUTIVE YEARS 
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Voice of the Advertiser | 


Editors Are Agreeable but 
Admen Deprecate Experience 
To the Editor: I'm rather 
ashamed of myself. For some time 
now, though no longer in adver- 
tising, I've been subscribing to AA 
and particularly enjoying The 
Creative Man's readable and con- 
structive column. So I wait until 


I have a wry comment to make 
before writing! 
But I'm certainly struck with 


the rarity of the agency man who 
commented, as the C.M. says, on 
the fact that 90% of the ads would 
never get by an editor. Bide with 
me a moment while I illustrate 
why I consider the guy a rarity. 

Currently a free-lance magazine 
writer, I've been making serious 
attempts to get back into adver- 
tising. The turkey-or-feathers life 
inherent in my present profession 
doesn’t fit too well into a three- 
child family. But—despite several 
good advertising years—with 
Stewart-Warner, Sears, Roebuck, 
and Dickie-Raymond—my recep- 
tion has ranged from indifference 
to rudeness. And here is the par- 
ticular experience which has been 
my unforgivable handicap 

Since the war I've been a full- 
time magazine writer. My stories 
have appeared in Redbook, Mc- 
Call's, Liberty, American, Today’s 
Woman, the Macfadden Group, the 
Pp) ps—about 30 various U. S. and 


This department is a reader’s forum. Letters are welcome. 


foreign publications, altogether. 
I've had a couple collected in an 
anthology, many others adapted 
for radio; I’ve taught creative 
writing at college level, work with 
my wife on her daily women’s 
program broadcast (have done it 
myself several times in emergen- 
cies, usually lying-in). In _ short, 


| I seem able to write for any type 


of reader—True Story or Esquire. 
The editors frequently think my 
stuff good enough to pay me for 
it, rather than extract money be- 
fore allowing my stuff to be pub- 
lished. Not Art but a highly com- 
petitive business. 

Yet the admen tend to depre- 
cate this experience—seeming to 
forget that the reader you reach 
either emotionally or with an in- 
terest-holding story is also a con- 
sumer. 

Such, anyway, the result of this 
writer’s veronicas toward the exec- | 
utives who hire and fire and who, 
I note also in this AA issue, can’t 
fill all the vacancies. Oh, brother! 

Roy Hituicoss, | 
Sioux Falls, S. D. 
e e e 
Thinks Recruitment Ads 
Could Stand Improvement 

To the Editor: Your Aug. 13 col- 
umn “This Week in Washington” 
disparages the “kibitzing” of con-| 
gressmen, particularly Rep. Errett | 


Scrivner’s suggestions or criticisms | 


—— 


% Pi 


-— The Conrier-Zonrnal 
THE LOUISVILLE TIMES 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 


364,123 DAILY * 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


293,426 SUNDAY 


to improve advertising for mili- 
tary recruiting. You state House 
appropriation committee members 
“consider themselves qualified ex- 
perts on advertising techniques and 
media.” Well, maybe some of them 
are experts. Have you checked the 
committee personnel list to make 
certain they are the advertising 
dolts you imply? | 

My son and other World War II 
vets tell me the recruiting mes- 
sages leave them cold. Similar re- 
ports come from younger men— 
current “prospects.” Results of the 
advertising indicate the same con- 
clusion: witness the Marine Corps’ 
“draft,” etc. 

Further, many advertising and 
public relations workers in Wash- 
ington, who are considered “quali- 
fied experts,” fee] the recruit ad- 
vertising, particularly on the ra- 
dio, can be greatly inproved. These 
“experts” have no desire or op- 
portunity to get the luscious re- 
cruiting accounts, so I consider 
their opinions unprejudiced. 

Many years in advertising have 
shown me that often I can im- 
prove an ad or a campaign by lis- 
tening to other people’s reactions 
and opinions, whether they're con- 
gressmen or janitors. Perhaps the 
advertising Recruiters could do 
the same; or are they omniscient 
as well as omnipotent? 

J. R. CONNOR, 
Washington, D. C. 


Morton Ad Gives a Lift 

To the Editor: Thought you 
might like to see the accompany- 
ing two ideas which I clipped from 
the Miami Daily News, which 
shows a new twist in page make- 
up. 

From the looks of things you 
must ask for Ehlendale eggs, and 


Ask For 
Ehlendale Eggs 


Fresh Selected snd Government Graded 


Enjoy them with — 


? 


MORTON’S Monroy 


Morton’s salt recommends you en- 
joy them with either plain or 
iodized grains. 

Aside from the fact that every- 
body (who does not suffer from 
high blood pressure) uses salt on 
eggs, it is rather difficult to per- 
ceive whether the illustration ia 
the Morton ad depicts tomatoes, 
potatoes, peaches or cracked eggs! 

Sipney B. Gorcuov, 
Sidney B. Gorchov Advertis- 
ing Agency, Miami Beach. 

o e . 


Hart Schaffner Ad Manager 
Enjoys AA's Gentle Ribbing 
To the Editor: Last night I read 
with considerable interest the Hart 
Schaffner & Marx story on Page 


' 61 of the Aug. 6 issue of ADVERTIS- 


ING AGE. 

You know how Mondays are— 
and particularly Monday evenings 
when that real low-down feeling 
sets in—but I must confess when 
I came to the last paragraph of 
the story I got such a good belly- 
laugh that I suddenly felt much 
better. 

For your information, I must 
tell you that I didn’t write Sec- 
tion 6. It was written by one of 
the highest price advertising girls 
in New York—and I am glad to 
know that you and your associates! 


agree with me that it just doesn’t 
pay to try to get “cute.” 
Lee P. HENRICH, 
Director of Advertising, Hart 
Schaffner & Marx, Chicago. 
The paragraph that brightened 
Mr. Henrich’s Monday chided the 
copywriter who headlined one sec- 
tion of Hart Schaffner’s brochure 
“Old suits never die ...they don’t 
even fade away.” 
7 e + 


| Says Ads Are Ad Manager's 


Responsibility, Not Agency's 
To the Editor: It is my feeling 


| that the entire question of agency- 


signed advertisements has always 
ignored one of the most basic of 
business rules—that the principal 
is responsible for the acts of his 
agent. 

Making any advertising cam- 
paign conform to the standards of 
good etiquette, good taste and 
truthfulness, must therefore be the 
full obligation of the man or com- 
pany buying the space and using it 
to sell his products or his services. 

This is a responsibility which 
cannot be delegated or evaded— 
and any proposal toward that end 
seems to me to be only a device to 
relieve the advertising manager of 
one of his most important respon- 
sibilities. 

Joun B. McLAvuGHLIN, 
Advertising & Sales Promotion 
Manager, Kraft Foods Com- 
pany, Chicago. 


. 7 ° 
‘Hits an Important Nail’ 
To the Editor: Congratulations 


on your editorial “Advertising is 
Advertising is Advertising” in the 
July 30 issue of ADVERTISING AGE. 
It hits a very important nail right 
on the head. 

D. E. RoBINson, 

Price, Robinson & Frank, Chi- 

cago. 

. e e 
‘Radio Tops’ Headline 
Shocks Newspaper Man 

To the Editor: Good gosh, man, 
you scared me for a minute! That 
head on your “Eye and Ear De- 
partment” piece for the Aug. 6 
issue is a real shocker. 

Here I've been earning my liv- 
ing for 20 years or more from 
newspapers, and then I come on a 
line that says “Radio Still Tops 
for News”—well, I can stand it all 
right, but I betcha a lot of people, 
less interested in newspapers than 
I am, have seen that head, have 
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not gone on to read the piece 
where you merely compare radio 
with TV—and are now misled by 
the serious misconception that ra- 
dio is a better news-reporting me- 
dium than newspapers. 

Ya gotta be careful with that 
stuff! 

JOHN Muscat, 

Promotion Manager, The 

Washington Post, Washington, 

mz ¢. 

Since the Eye and Ear Depart- 
ment is devoted to discussions of 
radio and television, newspapers 
were not involved. 

e e . 
Cooperation Keynotes Farm 
Electrification Celebration 

To the Editor: That story on 
Farm Electrification Week in the 
Aug. 6 issue was well handled. As 
one who is helping in the cam- 
paign, I enjoyed reading it. 
| Here’s an advertisement from 


harm Electrification Week 


‘REDDY KILOWATT SALUTES 
All Whe Have Aided in the 


| Electrification of lowa's Farms 


the Iowa utilities that shows the 
close cooperation between the in- 
dustry and REA, and the fact that 
full credit is given to everybody 
for the job done. 

This illustrates the cooperative 
tenor of the celebration despite the 
effort of the President to strike a 
discordant note. 

Wayne ADAMs, 
& Jacobs, New York 
_ e o 


Calls Creative Man Off Base 
in Hadacol Ad Criticism 

To the Editor: The Creative Man 
wasn’t his usual perspicacious self 
in dealing with the Hadacol ad 
(July 23 AA). 

He seems to have the 


Bozell 


product 


\ 
saves time 


; LA 
and tempers 


Saves 


and Manufacturers in 24 


efficient help. Write for 


WARWIC 


“W 


wide selections of fine faces and fair 


have a typographical problem mail it to us for fast, 


920 Washington Avenue, St. Louis, Missouri ‘ 


overnight by rail and air from nearly all U.S 


’e always expect and get fast service, 


dealing from Warwick. But we're espe- 
7 cially pleased that you use good taste 


and uncommon, common sense. That 


time and tempers. You can pack ‘em 


in for a mail order ad or float six characters 
in an unusual report cover to please the 
longest haired art director in town!” 


FRANK STEINMAN, Production Manager 
Bruce B. Brewer & Co., Kansas City, Mo. 


Warwick serves Advertising Agencies, Printers, Artists, 


states and Mexico. If you 
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confused with the advertising tech- 
nique. Which is he criticising? The 
best advertisement is word of 
mouth advertising. Next best is 
testimonial advertising. This tech- 
nique will get sales for any prod- 
uct, good or bad. It’s a basic sell- 
ing technique, although the boys 
may think it overdone, obsolete. 
Nothing wrong with the Hadacol 
technique, as illustrated. Tell the 
Creative Man to get back on the 
ball. 
E. TEEOLOGOUS, 
New York. 
. . e 
Old Fitz Just Bubbles 
Along, Adman Reports 

To the Editor: As a distiller of 
the “Old Sour Mash” rule of 
thumb school, our client, Stitzel- 
Weller got a real bounce out of 
the “Corner” into which The Cre- 
ative Man crowded all of Bill 
Wachtel’s vast “hooch hospitals.” 

It’s true that some of our fellows 
wear a white coat now and then 
when serving the julep to visitors 

but the Old Fitz whisky making 
goes on, and our ancient cyprus 
mash tubs boil and bubble, like 
God and nature’s law of fermenta- 
tion originally intended. 

And when visitors come calling, 
as they do most every day, they 
meet “Pappy” Van Winkle, his boy 
Julian, and son-in-law King just 
about the way you see them stand- 


Mare tow tomar hog te 
. HOSPITALITY HOUSE? 


10 MidbeaAiD 


ing on the steps in the attached 
trade paper advertisement. The 
visitors get no autographed pic- 
tures, but they usually walk away 
with a bottle of Fitz under arm, 
or for the lady, a box of chocolates 
with creamy centers delightfully 
bourbon flavored with Old Fitz. 
Among the “exhibits” attached 
is a picture of old “Mr.” McGill 
our distiller. The relaxed way in 
which he sits in front of the still 
house is indicative of the slow, 
unhurried, unscientific procedures 
which govern the making of 
whisky in the old-fashioned natu- 
ral way. That’s his dog, Nip, beside 
him. Nip is blind in one eye. Got 
put out in a bramble bush. 
Just thought you'd be interested 
C. A. BRANDON, 
Senior Vice-President, Wini- 
us-Brandon Co., St. Louis. 

* . e 
Spontaneous Employe 
Celebration Honors Boss 

To the Editor: You might like 
to see what one group of employes 
did to show their feelings toward 
a man who had built up a busi- 
ness from one employing only a 
baker’s dozen to a payroll of 350 
men and women 

W. F. Hurlburt Sr., chairman of 
the board of Automatic Switch Co., 
Orange, N. J., recently decided it 
was time to taper off and turn over 
the active running of the company 
to his son, W. F. Hurlburt Jr., who 
was elected president last winter, 
and to others in the company. 

Upon hearing of his pending re- 
tirement from every-day contact 
with the problems of the company, 
the employes spontaneously got 
together and arranged to have a 
bronze testimonial plaque pre- 
pared. On June 28 this plaque was 
presented to Mr. Hurlburt at a 


meeting of all the employes at the, 


plant. 

Later in the day, all supervisors 
and those with the company for ten 
years or more participated in a 
dinner at the Hotel Suburban, East 
Orange, N. J., at which Mr. and 
Mrs. Hurlburt were the honored 
guests. Also present and taking ac- 
tive part in the festivities was Mrs. 
David H. Darrin, widow of the 
founder of the company, who is 
still active in the affairs of the 
company. . . 

It isn’t often that employes feel 
this way about “the boss.” It’s 
even rarer that they express these 
kindly feelings in a material way. 
Perhaps, if we could have more 
such employer-employe relation- 
ships, the tension between the 
groups would lessen and everyone 
would get more real enjoyment 
out of their daily tasks. 

ALLAN B. SANGER, 

President, Sanger-Funnel! In- 

dustrial and Trade Advertis- 

ing, New York. 
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El PASO-—CAPITAL CITY OF 


The Fabulous Southwe 


@ $587,330,000 — Retail Sales* 
@ $126,401,000 — Food Sales* 
@ $17,598,000 — Drug Sales* 


Che Zl Paso Cimes 


MORNING AND SUNDAY 


The nation’s largest trade territory 

. .. can be reached only through the El Paso Herald-Post and The 
El Paso Times—two separate newspapers. Buy both for one low 
rate—27c per line! 


Ee) Paso Herald-Post 


& SCRIPPS HOWARD NEWSPAPER 
FVYENING 


It’s the BIGGEST hunk of the U. S. 27¢ can buy! 
Write for complete market data on the FABULOUS SOUTHWEST 


Newspaper Printing Corp. 
Publisher's Agents 
El Paso, Texas 


*Soles Management's ‘Survey of Buying Power May 195! 


Champion means quality and complete 


versatility. Champion's papers include 


coated and 
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writing, 
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Dimitri Studios Opened 

A new photographic _ studio, 
Peter Dimitri Inc., has been or- 
ganized at 168 E. 68th St., New 
York. Associated with Mr. Dimi- 
tri, well known advertising and 
magazine illustrator, is Dick 
Chenault, former art editor of the 
American Magazine, who will con- 
tinue to conduct his own New 
York studio 


Robbins Joins Hewitt Agency 
Norman Robbins, formerly with 
Young & Rubicam, has joined the 
copy department of Hewitt, Ogil- 
vy, Benson & Mather, New York. 


Bursdal Appoints Lahr 

A. Bursdal Co., Indianapolis, has 
appointed Lahr Advertising Agen- 
cy to handle a revitalized ad pro- 
gram for its paint line. 


The Nation’s Only 
College TV Station 
Is Making a Protit 


Des Motnes, Aug. 22—A tele- 
vision station that originally was 
not expected to make any money 
now looks as if it will pay for it- 
self within three years. 

The station, WOI-TV, is the only 
college TV station in the country 
and is operated by lowa State Col- 
lege, Ames. 

Station officials revealed that 
during the last fiscal year income 
from network shows has amounted 
to $162,000. Operating expenses 
during the period were $85,000, 
leaving $77,000 to apply toward 


434 S$. Wabash Avenve 
Chicago 5, Iilinois 


THE WAY-TO-DO-IT 


BUSINESS MAGAZINE FOR TODAY'S ALERT CHURCH LEADERS 


net pain circutation 56,968 — may, 1951 
16.97% Pastors 
20.43% Church Officers 
9.39% Sunday School Superintendents 


40.51% Sunday Schoo! Teachers 


+ ; 
eeeeeeeeccccocosceseceosesoseseceseceseeees Ready Label Corp, New York. 


“HOSPITAL MANAGEMENT IS VERY 
USEFUL TO OUR ENTIRE STAFF,”’ 


the initial cost of the station 


e The same earning rate over the 
next two years will erase the $200,- 
000 that it cost to build and equip 
the station by late 1950. 

Station WOI-TV got the jump 
on other Iowa stations by obtain- 
ing an FCC permit before the TV 
freeze order was issued. As a re- 
sult, it was the only applicant in 
central Iowa to obtain a permit. 

However, when other commer- 
cial stations are licensed, WOI-TV 
will lose its network fees. Current- 
ly the station is not carrying any 
local advertising. 


Carver to Kastor, Farrell 


Alexander H. Carver Jr., for- 
merly with Holiday and N. W. 
Ayer & Son, Philadelphia, has 


You'll unwrap a new idea of bathroom 


joined Kastor, Farrell, Chesley & 
Clifford, New York, as an ac- 
count executive. 


Dobbs Joins Ever Ready 

Arthur T. Dobbs, formerly with 
Pace Press, has been appointed 
sales promotion manager of Ever 


be whiter So soft—a baby feels no softer’ And 


a penny more than y« 


tissue. It's a bargain 


SGyS ALEX E. NORTON, Superinienden: 
NEW ROCHELLE HOSPITAL 


luxury with MD Toilet Tissue So white it cant 


sec how strong—MD tears nght on the perforanons 
never in between. And imagine—yours for not 
na'd pay for ondary 


next time you shop’ 


And so easy to have! MD costs no more than ordinary tissue 


NEWSPAPER CAMPAIGN—Pacific Coast Paper Mills of Washington, Bellingham, is 

conducting an expanded ad progrom for its MD toilet tissue, using 1,000-line two- 

color ads in major newspapers along the Pacific Coast, supplemented in smaller 

dailies by b&w ads. The schedule also includes six women’s magazines, dealer tie- 

ins and point cf sale materials. Ad copy emphasizes softness, whiteness and strength. 
Ruthrouff & Ryan, Seattle, is the agency. 


Ben-Gee Gave Away $75,000 Worth of New 
Bean Sprout Balm Before Marketing It 


Oak Lawn, ILL., Aug. 23—Ben- 
Gee Products Co. aware that 


word-of-mouth acclaim is most 


sent jemen- 
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HOSPITAL EXECUTIVES 


important in proprietary drug 
merchandising, has disclosed that 
in the year prior to the recent in- 
troduction of its Bean Sprout balm, 
it had distributed free more than 
$75,000 worth of the product to 
individuals and institutions 

Ben-Gee’s Bean Sprout balm has 
achieved outstanding results in the 
relief of pain and promotion of 
healing in cases of burns, poison 
ivy and numerous other skin dis- 
orders, according to Merritt R 
Schoenfeld, president of Schoen- 
feld, Huber & Green, Chicago, the 
company’s agency. 

Case histories attesting to the ef- 
ficacy of the new pharmaceutical 
are being featured in Ben-Gee’s 
200-line b&w newspaper ads in all 
Chicago dailies, as part of the 
‘ompany’s recently initiated intro- 
juctory campaign. These testimon- 
ials are one result of its policy 
of making the product freely avail- 
ible for testing and research 


One © 


se Another result has been the en- 
tendering of widespread interest 
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Laren riences distribution of the product. Present 
cal ex? plans call for expansion of news- 


papers, plus TV spots and radio, to 


| St. Louis, Indianapolis, Danville, 
qh, mM Ill., Washington and the East Coast 


in September 


tortor Fortune Sales Co., Chicago, will 
emtendent handle market-by-market distri- 
one bution in the Midwest, initially 
Kansas City, 


Mo., and Minneapolis. 

Trade publications on the sched- 
ule include Drug Trade News and 
Western Drug Wholesaler 


\ hitting Cleveland, 


es Ben-Gee Products Co., up until 
three years ago, was primarily a 
producer and distributor of Chi- 


nese vegetable products, 
them being bean sprouts. 

At that time, however, an explo- 
sion at the company’s plant ser- 
iously burned several of the em- 
ployes. In his haste to find some- 
thing cool to sooth the burns, a 
bystander literally covered the in- 
jured men with some nearby moist 
bean sprout residue 

Instead of receiving second or 
third-degree burns, which would 
normally have taken weeks to 
heal, the men were fit for work 
in a matter of hours. Out of the in- 
cident grew the research and sub- 
sequent manufacture of Ben-Gee 
Bean Sprout balm. 


among 


Kelvinator Names Two 
in Executive Shifts 

H. A. Willis, electric range and 
water heater sales manager of 
Nash-Kelvinator Corp., Detroit, 
has been promoted to national ad- 


W. E. Saylor 


H. A. Willis 


vertising manager. In addition to 
his duties as rural and utility sales 
manager, W. E. Saylor will as- 
sume the posts vacated by Mr 
Willis 


Heinz Maps Fall Campaign 

Half-page newspaper ads on 
Sept. 27 will break the “Heinz 
New Crop Values” fall advertis- 
ing campaign for H. J. Heinz Co., 
Pittsburgh. Heinz will use a two- 
color spread in Life Oct. 15 for the 
first time, and trade publications, 
outdoor and radio cut-ins, as well 
as merchandising aids, are on the 
schedule. Maxon Inc., New York, 
is the agency. 
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14 Radio Stations 
in Pa., W. Va. and 
Ohio Form New Net 


PiTTspuRGH, Aug. 23—Eleven in- 
dependently owned radio stations 
in western Pennsylvania, two in 
West Virginia and one in south- 
eastern Ohio have organized as the 
Industrial Broadcasting System. 

“Object of the Industrial Broad- 
casting System is to sell local sta- 
tions On a national basis, and to 
effect a local point of purchase 
contact with distributors,” accord- 
ing to Edward J. Hirshberg, owner 
of two of the stations. He has been 
a guiding force behind the project. 

Operations of IBS are expected 
to get under way before Oct. 1. 
Rate cards, now being distributed, 
are effective Sept. 1. 

Cooperating stations in Pennsyl- 
vania include WEDC, McKeesport; 
WISR, Butler; WBVP, Beaver 
Falls; WCVI, Connellsville; WESA, 
Charleroi; WACB, Kittanning; 
WKRZ, Oil City; WDAD, Indiana; 
WJPA, Washington; WCED, Du- 
bois, and WKJF-FM, Pittsburgh. 
The Ohio station is WOHI, East 
Liverpool, and the West Virginia 
outlets are WMOD, Moundsville, 
and WEIR, Weirton. 


@ Officials of the system are Mr. 
Hirshberg, who owns the McKees- 
port and Kittanning outlets; Frank 
Smith of WBVP; Tom Cassell of 
WDAD; Jack Craddock of WCVI, 
and Boyd Seigal of WJPA. 

In the beginning, the network 


Pillsbury Sets TV. 
Radio and Magazines 
for Contest Drive 


MINNEAPOLIS, Aug. 23—Pillsbury 
Mills will use magazines, televi- 
sion and radio to announce its 
third Grand National Recipe and 
Baking Contest, prizes for which 
total $138,000 this year. 


‘McCall's’ Promotes Everett 
Oliver E. Everett, magazine co- 
ordinator of McCall's, has been ap- 
pointed advertising business man- 
ager, a new post. Mr. Everett 
joined McCall's in 1926 as assistant 
sales promotion director. At vari- 
ous times, he was in the editorial 
and advertising departments, and 
in 1949 was appointed to a newly 
created post of magazine coordina- 
tor. In his new assignment Mr. 
Everett will report directly to Wil- 


The magazine schedule includes | liam B. Carr, McCall's advertis- 
ads in the September issues of "8 director, 

McCall's and Successful Farming, 
|a spread in the Sept. 24 Life, Sept. 
|30 American Weekly, and October | 
| issues of Better Homes & Gardens | 


NEW YORK OFFICE SPACE 
' and Good Housekeeping. MIDTOWN LOCATION 
Arthur Godfrey will push the 


contest five days a week on radio, | Highly rated out-of-town publisher 
and Kate Smith will encourage| desires 3 to 5 year lease on office 
contestants over NBC-TV, Oct. 1| space of 2,200 to 2,400 feet for edi- 
and 8. torial and advertising departments 

Closing date for entries is Oct.| Prefer lease to begin January Feb- 


WANTED: 


NEW SIMTEX DISPLAY—Six feet long and 36” high, this drawer and bin unit is one 15. Finalists will be notified in| ruary, 1952. 


of three new displays manufactured by Edinger-Wyckoff for the Simtex Mills (table- 
cloths) division of Simmons Co. Unique feature is the swinging arms at left, each of 
which displays a full half of a folded cloth in a freshly pressed condition. Plastic 
shields slip over the cloths. Simtex’s agency, Ellington & Co., participated in re- 

search and design of the new in-store fixtures. agency. 


November, in time to go to New| 
| York for the bake-off. Leo Burnett | 
| Co., Chicago, is Pillsbury Mills’ | 


Box 7955 
ADVERTISING AGE 
)ll E. 47th St. New York 17 


will have an option on three time 
segments—from 9 to 10:30 a.m.,| 
from 11:30 a.m. to 1 p.m., and 
from 4 to 6:30 p.m. 

Several national spots already 
have been sold, according to Mr. | 
Hirshberg, and several other sta- 
tions in the area are expected to, 
join the network. 

Chicago and New York repre- 
sentatives have not yet been se- 
lected. 


Sales of Nondurables, Apparel Are Off 20% 
from Ist Quarter: Commerce Department 


WasHIncTon, Aug. 22—Although 
unemployment is at a postwar low, 
and personal income has mounted 
to the rate of $251 billion a year, 
consumer goods sales—nondur- 
ables as well as durables—have 
fallen sharply below the levels of 
the January “boom.” 

On an over-all basis, retail sales 
in June were 4% below sales in 
the first quarter of 1951, according 
to the Department of Commerce's 
Office of Business Economics. 

However, in nondurables, appar- 
el sales were unusually bad—off 
20% from January. Government 
economists noted that apparel sales 
captured a smaller portion of dis- 
posable income than in any period 


HE CAN HELP YOU 


If you're looking for 
national distribution 


BARNEY KINGSTON, 
Merchandising Director 


@ If you're a manufacturer, distrib- 
utor, or advertising agency executive 
seeking quick national distribution 
via the independent selling field this 
may be the most important message 
you ever read. 

You'd be surprised to know how 
easy it is to put your product or 
service in every city, town and ham- 
let in the U.S. Also many foreign 
countries. 

The service of our experienced 
merchandising staff is available at 
no cost. They'll analyze your product, 
see if it has resultful direct selling 
possibilities. If your product qualifies 
they'll present a 28-year sales-tested 
plan for speedily getting 48-state 
distribution—a plan that starts over 
50 new companies every month. . . 
many of which now do a multimil- 
lion dollar business. 

Don't lose another day's sales. 
Write now to Barney Kingston, Mer- 
chandising Director, Dept. A-81, Op- 
portunity Magazine, 28 East Jackson 


_— Chicago 4, Illinois. , 


on record since 1929. 

As retailers attempted to adjust 
orders to keep inventories in line, 
stocks in the hands of manufac- 
turers began to rise. In the seg- 
ments of industry where inven- 
tories were rising and sales were 
slack, more than seasonal cutbacks 
in production occurred, Commerce 
Department reported. 


s The slump in apparel sales was 
already making itself felt in the 
raw material markets. Wool is off 
25% from its March peak, but is 
still 50% over the second quarter 
of 1950. Cotton is down from 45¢ a 
pound in March to 35¢. 

In the durables field, expendi- 
tures dropped from the first quar- 
ter rate of $31.5 billion to $26 bil- 
lion. Furniture and household 
equipment dropped 25% or over 
$3.5 billion at annual rates. Auto- 
mobiles and parts fell from $12.5 
billion to $11 billion. Other dur- 
ables were off only 5% 

For the economy as a whole, in- 
creasing defense activities more 
than offset consumer goods. Gross 
national product approached the 
wartime period as the defense 
build-up made larger demands on 
the equipment and tooling indus- 
tries, and absorbed increasing 
quantities of materials for fabrica- 
tion into finished products which 
are scheduled for delivery in the 
months ahead. 


Mayers, Lasley Join Hooper 

Warren T. Mayers and David 
Lasley have joined C. E. Hooper 
Inc. Mr. Mayers, formerly adver- 
tising manager of Look and now 
owner of Warren T. Mayers Co., 
is v.p. and director of Hoopere- 
ports Inc., a new company fur- 
nishing brand-ratings and media- 
meter reports, with headquarters 
at 55 W. 55th St., New York. Mr 
Lasley, formerly with National 
Broadcasting Co., joins the Hooper 
Chicago office Sept. 1 as an ac- 
count executive. 


WAIT to Adam J]. Young 

Station WAIT, Chicago, has ap- 
pointed Adam J. Young Jr. Inc. 
as representative, replacing Ra- 
dio Representatives Inc. 


Which reaches more families 


Madison? 


Here are the coverage facts 


(Corporate Limits) 


LIFE.........26% 
POST.........20% 
LOOK.........16% 

COLLIER’S.........15% 
Parade .........100% uc snisinen 


of 20% coverage in 48 


with the Wisconsin 
State Journal 


adjacent markets of 1,000 


or more population 


and the picture is similar 
in all Parade cities of origin 


The Sunday Picture Magazine 
Providing a Minimum of 20% Coverage in nearly 


2000 Markets 
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GETS 14 OFFERS 
OF $20,000 JOB... 


Like a great many people, this man in Cincinnati 
decided he would like a better job. Unlike most 
people, he wanted one which paid at least $20,000 
a year. SO, he placed a classified ad in the 
“Advertising Market Place” columns of AD- 
VERTISING AGE. And here's what he said 
about results: 

“Though my ad fairly screamed at least $20,000, 
I have so far had 14 legitimate answers. These 
are all from blue ribbon agencies in New York, 
Chicago, Cleveland, Milwaukee, etc., and the 
replies are still coming in.” 

If you are looking for a position, or for a man 
to fill one — if you have anything to buy or sell 
in advertising — the “Advertising Market Place” 
in ADVERTISING AGE is the most resultful 
place to tell your story. 


No. 4068. Useful Book on Point of cosmetics items by popularity of 
Sale brand, brand preference by in- 
Chicago Show Printing Co. of- come groups, city size, and type} 

fers a useful new book, “Give of retail outlet. In many cases 

Your Product Point of Sale trends are shown since 1938. Drug 

Punch,” outlining the services of stores have increased in impor- 

the company and presenting adapt- tance as outlets, ten-cent stores 

able ideas for floor displays, ani- have gone down, department 
mated displays, counter displays, stores remain about the same. 
dispensing displays, window dis-| Brand purchases by income group 


seem to fall into no neat pattern. 
An interesting study. 


plays, store signs, shelf signs, pro- 
jecting signs, truck signs, novelties, 


Junior 


outdoor signs, banners, streamers, 
et Recommended reading for No. 4074. Auto Sales in L. 
promotion men, production depart- The Los Angeles omend-ite- 
ments, and artists press offers a new book, “1950) 
New Car Sales in Southern Cali- 
No. 4070. Export Markets Ana- fornia,” pointing out that 73.8% | 
lyzed. of all new cars were sold in Los: 
‘Analysis of Principal Export; Angeles County among the 11- 
Markets for U. S. Products” is a| county area studied. The study is 


broken 
counties 
general, 
rolets. 


new over-all study offered by 

McGraw-Hill International Corp 

telling “who bought what in each 
world market in 1950." Broken 
down by countries (but with Latin | 
America lumped together) the} 
study covers vehicles, aircraft and | 
machinery, with dollar figures for | 


down by makes of cars, 
and economic areas. In 
Angelenos ride in Chev- 


No. 4075. New Data for Michigan 
Booth Michigan Newspapers of- 
fers a new file jacket containing 


1949 and 1950 showing trends market data for Grand Rapids, 
Flint, Saginaw, Kalamazoo, Jack- 
No. 4071, Latin American Market.| son, Bay City, Muskegon, and 


For those particularly interested 
in South America, McGraw-Hill 
has prepared a special study, “Ex- 


Ann Arbor. Data are complete for 
ABC city and retail trading zones. 


ports of Industrial and Construc- | No, 4076. Plastic Display Ideas. 

tion Equipment to Latin America| “Plastic Displays” is a new 
and Other Markets—who bought folder offered by L. A. Goodman 
what in each Latin American Mar- Mfg. Co., describing the services 
ket in 1950.” of the company and _ illustrating 


many different types of three-di- 


No. 4072. Export Chemical Market. mensional displays which should 


For those primarily concerned cerye as idea-starters. 
with chemicals, McGraw-Hill of- 
fers another detailed survey, “An- No. 4078. The Miami Picture. 


alysis of Principal Export Markets In a new book, “How Much Do 


for U. S. Chemicals and Related) You Know About Miami?,” the 
Products—what each world mar- Miami Daily News presents a 
ket bought in 1950.” clear, up-to-date picture of the 


market, and fluctuations of popu- 


No. 4073. Survey Shows Cosmetic lation due to tourist trade. Briefly, 
Trends the tourist trade appears as a 
Dell Modern Group has just re- bonus, and the permanent popu- 


“Survey of Beauty” lation with its own buying power 
study covering 56 is the factor to consider. 


leased its 17th 
an 80-page 


Note: Inquiries for the items listed above will not be serviced beyond Oct. 8. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


| Please send me the following (insert number of each item wanted 
—-please print or type) 


| ence. Write, 


90¢ 


Rates 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 


per line, minimum charge $ 


per line. Add two lines for box number. 


3.60. Cash with order. Figure all cap 


Deadline Wednesday noon 12 days 


Preceding publication date. Display classified takes card rate of $12.00 per 


column inch. Regular card discounts, 


size and frequency, apply on display. 


HELP WANTED 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 

All types of positions for men and women 
185 N. Wabash Fr 2-0115 Chicago 
Direct Mail Specialist wanted imme 

ly for permanent position to sell subscrip- 
tions, classified advertising and display 
advertising for an established growing 
trade magazine, classified advertising and 
subscriptions for unique classified trade 
paper and subscriptions for a market di- 
rectory located in South. We expect re- 
sults, so you must know your stuff. Must 
have ability to plan and follow through 
all phases selling by mail. Excellent op- 
portunity for right man. Mail samples of 
work, recent photo, resume concerning 
education, experience, etc., and references 


Must stand thorough investigation. State 
salary wanted. Ability to produce results 
is primary ige no object. Advancement 
commensurate with ability 


Box 3955, ADVERTISING AGE 

200 E. Illinois St., Chic cago 11, Ill. 

FARM ADVERTISING SALESMAN 
Group of national farm publications has 
opening in New York office for experier 


ced space salesman. Territory includes 
six states plus some accounts in New 
York City. Our staff has seen this ad 
Write giving age, education, selling ex- 
perience, salary expected to 

Box 3932, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, ll 


Wanted Account Executive, with radio or 
television experience, by medium-size, 
long-established, financially-strong agen- 
cy in Midwestern city of 1/4 million 
With TV arriving early in 1952, here's a 
ground floor opportunity for young man 
with yen for selling. Salary and partici- 
pation. Give full background first letter 

Box 3956, ADVERTISING AGE | 

200 E. Illinois St., Chicago ul lil 
NEW KIND OF JOB FOR 
AGENCY ACCOUNT MAN 
Man with agency selling experience for 
5000 watt Midwest day and night radio 
station. Ne. 1 station in area. Town of 
95,000 population. You will sell, plan 
campaigns, handle merchandising. Ex- 
pect to pay well for this talent Radio 
experience not necessary. Write 

Box 3933, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill } 

ADVERTISING SALESMAN _ | 

space salesman for large national | 
trade publication. Midwestern territory 
Prefer man with some advertising experi- 
stating age, experience, sal- 


ary expected 
Box 3963, yg recy AGE 


Chicz ago 11, I 


} & PUBLISHING 

PES OF POSITIONS 
GEORGE WIL LIAMS—PLACEMENTS 

209 S. State St A 7-2063 Chicago 
ADVERTISING REPRESENTATIVE 
To represent daily business publication 
in Pittsburgh-Cleveland area. Successful 
experience in selling industrial advertis 
ing essential. Unusual opportunity. Salary 
Con- 


open. State qualifications in detail 
fidential 

Box 3964, ADVERTISING AGE 

11 E. 47th St.. New York 17, N. Y¥ 
PLANT SUPERINTENDENT for middle- 
Florida publisher printing ten periodicals 
Must be able to organize plant, thor- 
oughly know magazine makeup. Open 
shop, town of 5,000 near Orlando, won 


$100 weekly 
Sept 


derful climate, good future, 


up. Personal interviews: Chicago 
8-10; New York Aug. 28-29. Write Al Cody, 
Box 891, Kissimmee, Florida. 


National publication with offices North 
Michigan Avenue, has opening for secre- | —~ 
tary between 25 and 30 years of age, with 
3 or 4 vears experience preferably in 


advertising. Want someone with initia- 
tive who will appreciate opportunity for 
advancement. Merit increase system. In- 
surance After first year three weeks/| 
paid vacation. Salary open. All replies! 
confidential 

Box 3969, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, ll | 


~ _REPRESENTATIV E “WANTED | 


Open for competent ad’ rep for Detroit, 
Phila, N. Y. City areas. Com. basis. Home 
Comforts Wholesaler - 60 East 42nd St. 
New York 
REPRESENTATIVE AVAILABLE 

ADVERTISING MEDIA REPRESENTA- 
TIVE AVAILABLE for north central states 
or portion of them. ESTABLISHED. In 
position to share my present facilities. OR, 
to set-up your separate Branch Office and 
function as Manager befitting your re- 
quirements and advancing your regional 
interests. Prefer to focus space selling ef- 
forts for conservative but forceful organ- 


ization 
Box 3971, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


PAY AS YOU SELL RADIO | 


Sell your product by radio and pay on 
a basis of each sale! Over 400 radio sta- 
tions conduct no-money-down plan. 


NAME soeseecensenee science cnc ra meee aaa iain’ TITLE Leader in audio-visual field will 
: consider Chicago 4-A agency po- 
ESD SLL ATLA ACE LILLE HOST ROR TIO sition. 12 years film and script 
experience. 
 --_- scat casisntaiecih eescnindepeniiliaiaisieamaitieielabaniiieaaauiataiiiiasanbiis Box 7948, Advertising Age 
Re eee en ee eee j | 200 E. Illinois St., Chicago 11, Ill. 
= ' 


We have complete list of stations and 
other information telling how to pro- 
ceed, etc. Write today for FREE litera- 
ture. RADIO SALES, Harlan, Iowa. 


NEED TV COPY CHIEF? 


POSITIONS WANTED 
FORMER WEEKLY PUBLISHERS avail- 
able for jobs. Man and wife team. College 
trained. Woman experienced in editing, 
writing, advertising, photography (with 
fine Speed Graphic and complete dark- 
room set-up). She is fast teletype-setter 
key punch operator. Man is versatile in 
all phases of printing, publishing and ad- 
vertising and is practical printer. Rich 
background in publication, direct mail 
advertising, promotion, research and gen- 
eral management. Knows estimating and 
can operate typesetting machines, presses, 
composing equipment, photoengraving 
plant and photo equipment. Want offers in 
or out of publishing field 

Box 3957, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, lil 


THIS MAY BE YOUR MAN 
Top Flight, Young Public Relations-Ad- 
vertising executive desires medium-sized 
agen cy connection. Prefer Minneapolis, St. 
location. Has several good accounts 
which can be brought into agency. Write 
Box 3958, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
SEASONED ARTIST 
Experienced in creative, layout and finish- 
ed. Art director background & produc- 
tion knowledge. Top lettering and ideas 
unlimited. Now employed—desires change. 
Box 3959, ADVERTISING AGE 
200 E. Dlinois St., Chicago 11, Ill 
SPACE SALESMAN - now emp. top con- 
sumer mag. 9 yrs. exp. all phases of publg 


5 yrs. successful sales record. Well ground- 
ed prom. and merch. Interested in change 
offering greater opportunity 


Box 3960, ADVERTISING —- 

11 E. 47th St., New York 17, N. ¥ 
SPACE SALES - New York City area. 5 
years successful trade paper experience 
Car, 38. Now employed 

Box 3961, ADVERTISING AGE 

11 E. 47th St.. New York 17, N. Y 


SPACE SALESMAN 


2-' ears liy selling A. B. C 
monthly 6. B. S. New Eng. col- 
lege. I can 5 juce for top drawer mag 

Box 3962, ADVERTISING AGE 

11 E 47th St.. New York 17, N. Y 

NEED GROW POWER? 

Sapernenees 4-A agency executive devel- 
pes new busir s. holds old accounts 
w ants particips 1 with aggressive Mid- 
west-West agency. Knows grocery, appli- 
ance, heavy goods fields thoroughly. Suc- 
cess stories on copy and merchandising 
ideas. Available Oct. ist. Airmail sum 
mary request 

Box 3965, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, I 


MEDIA ASSISTANT 


Adv. Mgr. with degree & newspaper, ad- 

vertiser, magazine exp. Sharp to analyze 

rates ircul ati SRDS, scheduling, etc 
Box 3966, "ADVERTISING AGE 
Illinois St., Chic cago 11 11, Ill 


NG MANAGER - Seeks chal- 
assignment and life-time oppor- 
seasoned, heavy industrial and 
Experience, strong idea and 
commensurate with re- 
spons sibil y 1ilable September 15th, N 
Y. City or vicinity 

Box 3967, Nag eg 

11 E. 47th St.. New York 
ABLE, YOUNG, os wants to be top 
public relations executive by 1958. Can 
bring to a pub. rel. organization 5 years 
of heavy editing, writing and production 
experience gained on advertising, radio- 
TV and food trade publications From 
the other side of the desk” view will be 
of great value to future employer 

Box 3968, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y 

~NCCOUNT EXECUTIVE AVAILABLE | 

Alert idea man, solid agency know how, 
plus market research study, can 
basic campaigns. Experienced in new bus- 
solicitation in widely diversified 
Seeking long range stable oppor- 


well 
4-A Agency 


copy 


AGE 


iness 
fields 
tunity 
Box 3970, ADVERTISING AGE 
200 E. llinois St., Chicago 11, Ill 


WANTED TO BUY 
BUSINESS PAPERS 


Established 


trade paper pub- 
lishing firms wanted by two 
clients of fine reputation, long 
experience in publishing field 
Willing to keep present staffs 
together and provide continuing 
income to former owner 

Inquiries on absolutely confi- 
dential basis. 


The Marsteller Co. 
612 N. Michigan Ave., Chicago 
Michigan 2-3919 
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Bubb Joins American Brake 
Robert S. Bubb, formerly with 
Robert Heller & Associates, has 
joined American Brake Shoe Co., 
New York, as marketing engineer. 
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7 More Magazines 
Raise Their Rates 


New York, Aug. 21—Street & 
Smith has announced new upward 
rate revisions for two more of its 
magazines, effective next Febru- 
ary. 

Living for Young Homemakers 
increases its bkw page tariff from 
$1,800 to $2,200. Mademoiselle ad- 
vances its b&w page rate 
from $2,550 to $2,700. Last week 
(AA, Aug. 20), it was announced 
that Charm would move its b&w 
rate from $2,050 to $2,350. 

Constantly mounting production, 
material and distribution costs 
were cited by all three books as 
reasons for the rate adjustments 
Living added, however, that it 
will raise its annual average net 
paid circulation from 325,000 to 
350,000. 


Publications an- 
in the rates 
effective in 
blaming in- 


e Conde Nast 
nounced an increase 
for House & Garden, 
February, likewise 
creases in costs. 

The magazine, which currently 
receives $2,450 per b&w page, will 
raise the price to $2,650. Four-col- 

pages, previously $3,700, will 

to $4,000 

Two other Nast books, Glamour 
and Vogue Pattern Book, will also 
raise rates. Glamour, effective with 
the February issue, will get $2,- 
300 instead of $2,050 for a b&w 
page and $3,300 instead of $2,900 
for four 

Vogue 
tariff will be 
to $1,600 and 


Zo 


colors 

Pattern Book's b&w page 
raised from $1,400 
the charge for a 
four-color page will be increased 
from $1,800 $2,100. The new 
rates are effective with the spring. 
1952, issue 


e Bride’s Magazine, which is in- 
creasing its annual circulation 
guarantee from 500,000 to 550,000 
with the spring, 1952, issue, will 
raise its rates at the same time. It 
will then receive $2,400 per b&w 
page instead of $2,250, and $3,200 
for a tour-color page instead of 
$3,200. 

Wells Drorbaugh, publisher, said 
advertisers who now have con- 
tracts, or who place new ad con- 
tracts for 1952 before next Nov 
20. will be protected throughout 
next year at the old rate. Bride's 
Magazine, he said, will also change 


its schedule of publication and 
closing dates, with next spring’s 
issue being published on Jan. 15 
Closing dates for b&w ads will be 
Nov. 20 and for two- or four- 
colors, Nov. 13 

A 12% rate increase to adver- 
tisers in Popular Homecraft has 


been announced by the publication, 
effective with its January issue. 

A b&w page, currently $380, will 
then cost $425, and an agate line 
will increase 20¢ to $1.40 


‘Texas Industrial News’ 
Published in Houston 

A new bi-weekly, tabloid-size 
newspaper, Texas Industrial News, 
is being published at 4116 Yoakum 
Blvd., Houston, by Mrs. Maxine 
Heffner, formerly v.p. of Trade 
Publishers Inc. and editor and gen- 
eral manager of that company’s 
three industrial papers. 

Initial circulation of the paper 
is 7,500. Contractual arrangements 
with Trade Publishers Inc. “will 
enable advertisers in [the] Texas 
paper to pick up their ads in any 
one or all three of the newspapers 
covering industry in the 11 west- 
ern states at reduced rates.” 


KING Names Rice S.M. 

Roger Rice, supervisor of na- 
tional sales of Station KING, 
Seattle, has been promoted to the 
new position of sales manager. 
Robert Kilpatrick succeeds Mr. 
Rice in national sales. 


Alter Joins Wetmore & Co. 

Fred C. Alter has been appointed 
manager of the outdoor ad de- 
partment of Wetmore & Co., Hous- 
ton. 
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1.1% of ‘Videotown’ Families Are Buying 
TV Sets Monthly in 1951, Agency Reports 


New York, Aug. 21—For the 
past three years, Cunningham & | 
Walsh has been regaling the ad-| 
vertising business with what goes 
on in Videotown, an otherwise up- 
right community in New Jersey 
whose slow succumbing to tele- 
vision has been better charted 
than many another urban demise 
in the same vicinity. 

What did C&W’s researchers 
find, in this fourth look at their 
own private test town? 

1. Set ownership is sharply up— 
some 5,457 homes have 5,552 TV 
sets, an increase of 113% over 
1950, and 26 times the number of 
TV-owning homes in 1948, when 
the first survey was made. 

2. Some 65 families now own a| 
second set, but only 32 are using 
both sets—the others have stored 
their old set, are cannibalizing it | 
for parts, or expect to sell or give | 
it away. The most common use 
for the second set is for children | 
to watch—in another room from 
the rest of the family, naturally. 


e 3. About half the homes in Vi- 
deotown (49.6%) now have TV, 
compared with 20% in January, 
1950. Set buying has slowed down, | 
and in 1951's first half was only | 
1.1% of the families per month. 

4. Families without children are 
increasingly interested in TV, and} 
the size of the average TV family 
in V-town has gradually dropped | 
from 4 members in 1948 to 3.73 in 
1951. | 

5. The middle class group (de-| 
fined as “white collar group and | 
technically trained workers” but | 
omitting professional, executive 
and unskilled groups) is continu- 
ing to take a tremendous share of 
TV sets. Upper class buyers are 
slowing down—in 1951, upper 
class owners account for 14% of 
the town’s total, compared with 
28% in 1948. Lower class owners 
now account for 20%, against 9% 
in 1948. 


se 6. C&W figures that upper class 
buying reached a peak in 1948, 
dipped in 1949 and rose again in 
1950, and has fallen off in 1951 
but not as much as for other 
groups. Middle class trailed upper 
until the last half of 1949, but has 
bought better since. It continues 
to buy more than the upper class 


Workman Promoted 


F. H. (HERMAN) WORKMAN, for- 
merly Manager of General Out- 
door’sWinston-Salem Branch, has 
been promoted to Manager of the 
Company’s Nashville Office. Mr. 
Workman bringswithhimto Nash- 
ville thirty-one years’ experience 
in the Outdoor Advertising field. 
Over this period he gained a thor- 
ough background in all phases of 
the business. Mr. Workman is al- 
ready in his new office, at 605 
McGavock Street, Nashville. 
(Advertisement) 


in 1951, but has fallen further 
from its peak in 1950. The lower 
class does better. It passed the 


upper group in the last half of 
1949 and the first half of '50, but 
fell behind the other two groups 
in the last half of 1950 and this 
year shows the greatest rate of de- 
cline (reason: “can’t afford’) 

7. Sales in 1951 will be one- 
third less in V-town families than 
in 1950, but set saturation will not 
reach 60% by next January. C&W 
feels that 1951 sales will be about 
170-164 sets per 1,000 in 1951. 

8. Only 7% would buy a color 
set, with another 25% condition- 
ally okaying the principle of buy- 


| ing a converter or adapter. 


9. Combination models 
tinued to decline, table models 
rose from their 1950 low, and con- 
soles continued to hold a major 
share of the market—51.5%. 


con- 


e Otherwise, 
Walsh found: 

That below 17” 
ing. 

That the battle of the brands is} 
tougher than before with a long-| 
time leader eased out of the way; 
that dealers were still locked in 
battle (where four top dealers did 
48% of the business in 1950, they 
accounted for only 43% in 1951). 

That TV set use is gradually 
dropping, although the agency says 
“there is certainly no evidence of 
slacking off of set usage due to 
long availability.” 

C&W shored up a few earlier 
findings: TV brings a swing away 
from radio, in the evening hours, 
not in the daylight hours—when 
listeners in TV homes were some- 
what higher than non-TV homes 
(25% vs. 21%). Movie attendance 
is affected, but this cannot alone 
be blamed for the movies’ plight— 
movie attendance was only 20% 
higher in non-TV families than in 
those owning TV. Reading of news- 
papers during the evening was up 
slightly over 1950 for all three 
groups. The number reading a 
newspaper was about the same for 
non-owners and new TV owners. 

Other reading during the eve- 
ning was down slightly among 
both owners and non-owners, with 
new TV owners leading the drop) 
(about 50%). 


Cunningham & 


sets weren't sell- | 


Murray Schachter Named V. P. 
of Englishtown Cutlery 

Murray L. Schachter, formerly 
with Ecko Products Co. and before 
that with Nation- 
al Silver Co., has 
joined  English- 
towm Cutlery, 
New York, as v.p. 
and general sales 
manager. 

Englishtown re- 
cently reached an 
agreement with 
its insurance com- 
panies compen- 
sating it for the 
total destruction 
of its plant in a 
1948 fire and now plans “a general 
ae of [its] manufacturing 
facilities . 


| Bonne Bell Sets Fall Drive 


Murray Schachter 


With the theme, “Don’t Let 
Your Face Tell Time,” Bonne 
Bell Inc., Cleveland, will use 


newspapers, radio, TV and point 
of sale in a fall campaign for its 
cosmetics. Dowd, Redfield & John- 
stone, New York, is the agency. 


Alvarez Named Editor 


Dr. Walter C. Alvarez, former- 
ly editor of the American Journal 
of Digestive Diseases, has been ap- 
pointed editor-in- -chief of Modern 
Medicine, Minneapolis. 


Names Rex Production Head 

Ray Rex, chief copywriter of 
Rex Advertising Co., Detroit, has 
been promoted to production man- 
ager. 


NEW CARTON USE—Said to be the first 
shoe carton to be used as a point of 
sale medium is this new box which Rock 
more Co., New York agency, designed 
for Lucky Stride Shoes Inc., Maysville, 
Ky. Also said to be on innovation are the 
photographs on the box’'s top. 


K&E Adds Harold Sieber. 
Promotes David Gillespie 

Kenyon & Eckhardt, New York, 
has appointed David J. Gillespie 
Jr., who joined the agency in 1936, 
to the position of associate media 
director. Harold H. Sieber, for- 
merly with Warwick & Legler, has 
joined the media department as 
print buyer. 


Buchanan Names Mau AE. 

Kendall J. Mau has resigned 
as West Coast director of publicity 
for Ross Roy Inc. to join the Los 
Angeles office of Buchanan & Co 
as an account executive 


Wildroot Names Sheedy 

J. Paul Sheedy, a special rep- 
resentative of Wildroot Co., Buf- 
falo, has been promoted to assist- 
ant general sales manager, fol- 
lowing the resignation of Ralph 
Weill. 


Pendleton Joins Jordan 

Larry Pendleton, former agency 
operator, has been named an ac- 
count executive of Jordan Co., Los 
Angeles. 


61 


ABC Buys Pine-Thomas Films 

American Broadcasting Co., 
New York, has purchased 10 Pine- 
Thomas feature films for its TV 
web. ABC agreed to telecast the 
features in two runs within 10 
months 


Buys Detrojt Typesetting 

Michigan Typesetting Co., De- 
troit, has purchased Detroit Type- 
setting Co., and, although the com- 
panies will have central direction, 
they will continue autonomous 
operations 


Kirkland, White Moves 

Kirkland, White & Schell, At- 
lanta agency, has moved to larger 
offices at 101 Marietta St 
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more than 100%. 


189,821 


‘Gablan 


Yoorwst SY 
CIRCULATION GROWTH 


The Oakland Tribune’s steady gains in Cir- 
culation have registered a 10-year increase of 


The Tribune led all other newspapers in daily 
circulation growth from March, 1950, te March, 


The entire gain of 34,806 was made within the 
A.B.C. City and Retail Trading Zones! 


TOTAL NET PAID CIRCULATION 


Today, it is the fastest- 
growing newspaper in the United States! 


195,493 


(A.B.C. Publisher's Statement, March 31, Yip 


97.9% of the total DAILY and 95.6% of the 
total SUNDAY circulation is concentrated with- 
in the A.B.C. City and Retail Trading Zones. 
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CRESMER & WOODWARD, INC. | 
1 Representatives Ancludiay Sunday 
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Audograph Continues 
Direct Mail Emphasis 


But It Has Changed 
Somewhat Under Cabot; 
Ad Budget Increased 


New York, Aug. 23—Since tak- 
ing over as advertising manager 
of Gray Mfg. Co., maker of the 
Audograph, electronic sound writ- 


er (AA, April 16), Perry Cabot 
has increased the tempo of the 
company's advertising. He has 


done this largely 
by placing new 
emphasis on di- 
rect mail for the 
benefit of the 
company’s 18 


major distribu- 
tors, and by de- 
veloping two 


new copy themes 


for the com- 
pany’s advertis- 
Perry Cabot ing in the 16 


publications that 
it uses 
This has been done in the face 


CONSOLIDATED 


IS EXPERIENCED For 65 
years. Commerce. Industry. the 
Professions have employed us 
to read the press for countless 
things of every nature important 
fo them We tound them in 
practically all the daily and over 
6000 weekly English language 
hewspapers We ll find facts 
for YOU 

PRESS 


CONSOLIDATED ttirins surcuss 


44) SOUTH DEARBORN STREET, DEPT.16 
: CHICAGO 5 ILLINOIS 


|}@ “From the beginning, Gray has | 


of production problems caused by 
shortages of materials and com- 
ponent parts, and a continually 
growing volume of defense orders 
for the armed services. 


e “Despite growing shortages of 
materials, and future defense or- 
ders,” Mr. Cabot told AA, “Gray 


has no intention of cutting down 
on its advertising. We may have 
to change our copy theme to keep 
our product and our name before 
the public. We'll do whatever is 
necessary to meet the needs of the 
time. But you may be assured 
we will continue to advertise 

“Strong advertising and selling, 
plus the best technical know-how 
obtainable in production, has en- 
abled Audograph to come fron 
obscurity to second position in the 
field in the space of four years,” 
Mr. Cabot declared. 

“In reaching the top,” Mr. Cabot 
explained, “Gray had two hurdles 
to overcome: the competition of 
three already established rivals— 
Dictaphone and Ediphone, both | 
with 50 years’ head start, and 
Soundscriber, with an eight-year 
lead—and the reluctance of high- 
ly trained secretaries to forget 
their steno skill in favor of op- 
erating a machine 


* auftRAPH 


Wasey & Co. 


ing users. While 60% of the bud- 
get was allocated to business pa- 
pers, most of the remainder of the 
fund went into self-mailers and 
ad reprints for direct mail. 

The 1950 Audograph sales were 
30% higher than 1949's and 50% 
above 1948. 

Sales during the first seven 
months of 1951 are running 50% 
higher than in the comparable pe- 
riod of 1950. 

While no figures are available, 
Mr. Cabot said that this year’s ad- 
vertising budget is “about 25% 

| more than it was in 1950.” 
followed a basic sales and adver-| band — advertising . motheds 
tising policy which has paid off | he has employed, Mr. Cabot be- 
Fundamentally, this is intended to| lieves, have contributed material- 
make the salesman _ important. ly Reseoases- — to increese the 
ell = slestenettiadiiie N : co anys saies. 

a = = — Pins Be In the matter of direct mail Mr. 
It is up to the salesman to explain Cabot has very definite ideas He 
and ‘sell’ the technical excellence | has had broad experience in the 
oh the intienent © field as an account executive with 

From 1948 to 1949, while Gray Dickie-Raymond of Boston, which 
was getting national distribution eercall nena Gray’s direct mail 
and installing Audographs in big | Serteene 
companies, it experimented with | 
direct mail and tried out experi- 
mental advertising in national 
magazines and business papers. 

In November, °49, the manage- 
ment allocated an advertising bud- 
get of “something over $200,000,” 
and appointed Erwin, Wasey & Co 
as its advertising agency. 


@ Mr. Cabot’s technique is simple 
j}and has proved effective. First, 
he reorganized the company’s 
mailing lists and secured the co- 
operation of the company’s dis- 
tributors in setting up and check- 
ing their lists. Secondly, he 
dropped the self-mailer type of 
direct mail advertising, which, he 


> mS , ‘ |} says, had barely one-quarter of 
@ The 1950 campaign, as previous-| 1% return, and adopted what he 
ly reported (AA, Oct. 9, '50), fea-| calls the offering and fulfilling 


tured testimonials from outstand- | saennique 
| technique. 


Colins Miller & 
© Hutehings 


INCORPORATED 


By this method he offers to po- 
/tential customers, through the 
company’s distributors, a how-to 
type of booklet on office efficiency 


that is written to enable most 
‘companies to save money. The 
use of Audograph machines is 


only one of the tips suggested in 
the booklet 

The letter has a coupon which, 
when filled in and mailed to one 
of the Gray distributors, brings 
a distributor's salesman deliver- 
ing the booklet personally 


@ Tests have proven, Mr. Cabot 
says, that these letters pull ap- 
proximately 4% returns. This has 
enabled Gray to estimate accu- 
rately the number of booklets that 
will have to be printed for spe- 


cific mailings. 
Costs in tested mailings have 
been cut, Mr. Cabot says, from 


about $5.95 per lead on the old 
self-mailer to about $2.77 per lead 
by the offering and fulfilling tech- 
nique. The market saturation on 
such mailings, he says, is four 
times a year, staggered over three- 
month periods. 

“Direct mail,” Mr. Cabot be- 
lieves, “should be used as a door 


> opener for our type of business. 

a Its function is not to sell but to 
na prepare the way for a salesman.” 
= All of Gray’s direct mail is pro- 
< AMERICA'S FINEST PHOTO-ENGRAVING PLANT cessed by Dickie-Raymond and 


207 


NORTH MICHIGAN AVENUE - 


sent out on distributors’ stationery 
to three classifications of pros- 
pects: doctors, lawyers and gen- 


CHICAGO 1. TLLINOISE 
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COPY SWITCH--Gray Mfg. Co. has switched from its ABC (added business capo 
city) campaign (at left) to a specific features campaign in its advertising for 
Audograph in 16 publications scheduled for the remainder of the year. Erwin, 


is the agency 
eral business leads 


@ In addition to this type of direct 
mail, Gray also sends out for dis- 
tributors reprints of its adver- 
tisements, and reprints of case 
history articles on the use of Audo- 


graph machines, which are pre- 
pared and placed for and with 
various business and_ technical 


publications by Ruder & Finn As- | 


sociates, the organization that han- 
dles Gray’s publicity and promo- 
tion 

The company’s advertising in 
magazines has also entered 
a new phase. About a year ago the 
company’s ads featured testimo- 
nials. When Mr. Cabot took over 


the advertising department, he 
started what he calls “the ABC 
campaign by introducing the} 
added business capacity theme! 


which played up Audograph dic- 
tating and recording as a means of 
increasing the ability of personnel 
to get things done.” 


@ While this campaign has been 
successful, Mr. Cabot said that he 
felt it was not doing the job that 
needed to be done 
with distributors and salesmen, 
Mr. Cabot became convinced that 
it was time for more competitive 
copy. 

So, starting in August, the copy 
emphasis was changed. Full-page 
ads were used showing a large 


photograph of the Audograph. The | 


head announced a “new record 
for dictating efficiency,” and the 
copy began, “One Gray Audo- 
graph plastic disc holds over an 
hour's dictation. That’s more than 
28 typewritten pages—a record no 
other dictating machine can touch.” 
Then the copy went on to sell the 
efficiency and technical points of 
the machine 

Full-page copy for the remain- 
der of the year will stress specific 
sales points and will appear in the 

| following publications: 

Banking; Best's Insurance News 
(in both the fire and casualty and 
life editions); Business Week; 
Casualty Insuror; Connecticut In- 
dustry: Dun’s Review; National 
Underwriter (in both the life and 
other than life editions); Office 
Management & Equipment; Rough 
Notes; Sales Management; The Of- 
fice; U. S. News & World Report; 
New York Journal of Commerce, 
and Wall Street Journal. 


North Joins O'Malley 

David North, formerly press bu- 
reau chief for the Air Coach 
Transport Assn. and sales promo- 
tion manager of White, Berke & 
Barnes Advertising, has joined 
John O'Malley, New York public 
relations counsel. 


Marie Designer on TV 

Marie Designer, Hollywood, for 
its Contour Chair-Lounge, has 
signed the “Let’s Face It” show 
on Station KTTV, Los Angeles. 
The series, bought through Walter 
McCreery Inc., Beverly Hills, be- 
| gins Aug. 27. 


upon | 


| career at Northern in 1914. He was 


j}ager in 


After talking | 
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RITCHIE BETTS 

New York, Aug. 21—Ritchie G. 
Betts, 82, retired editor and pub- 
lisher of business papers, died Aug 
19 at White Plains Hospital. 

An interest in bicycling as a 
young man led Mr. Betts, a native 
of New Orleans, to become corre- 
spondent in that city of The 
Wheel. Shortly afterward he came 
to New York to become editor of 
the paper. He later became editor 
of Bicycling World and Motor 
World. He also edited and pub- 
lished the Sporting Goods Journal 
for many years. In 1925 he ran 
unsuccessfully for mayor of White 
Plains on the Democratic ticket. 


HAROLD LIDSTONE 

Hartrorp, Aug. 21—Harold W 
Lidstone, 57, sales manager for the 
small arms division of Colt’s Mfg 
Co., died Aug. 17, following a short 
illness. 


ALBERT H. POWERS 

HARTFORD, Aug. 22—Albert 
Hawes Powers, 54, of New York, 
a publishers’ representative and 
press syndicate official, died at 
his Compo Cove, Westport, Conn., 
summer cottage Aug. 18, after suf- 
fering a cerebral hemorrhage. 

Mr. Powers worked on several 
Texas newspapers before joining 
his brother in the New York firm 
of Joshua B. Powers Inc., inter- 
national publishers’ representative 
He was also v. p. and treasurer of 
Editors’ Press Service Syndicate 


HERBERT L. NICHOLS 

GREEN Bay, Wis., Aug. 21—Her- 
bert L. Nichols, 54, general sales 
manager of Northern Paper Mills, 
died of a heart attack Aug. 16 at 
his home here. 

A veteran of the original Green 
Bay Packers professional football 
team, Mr. Nichols began his sales 


made assistant general sales man- 


1935 and general sales 
manager in 1948. 


ERWIN HUBER 


BaLrimore, Aug. 20—Erwin Hu- 


ber, 65, onetime publisher of the 
old Journal American of Roches- 
ter, N. Y., and later advertising 
director of the Baltimore News- 
Post, died here Aug. 17 after a 
year's illness. 

After leaving the newspaper 


business, Mr. Huber operated his 
own advertising agency here for 
a time. He also owned Topflight 
Tape Co., Topflight Tool Co., and 
Yorktown Advertising Agency in 
York, Pa. 


RICHARD DEARMONT 

SHENANDOAH, IA., Aug. 21—Rich- 
ard E. Dearmont, 51, adver.ising 
manager of the May Seed Co. her» 
died of a heart attack Aug. 18. He 
had been with the May compan: 
ten years and before that was with 
the Shenandoah Sentinel and the 
Henry Field Seed Co. 


UA Promotes Winikus 

Francis M. Winikus, advertising 
manager of United Artists Corp.. 
New York, since 
1947, has been 
appointed assis- 
tant national di- 
rector of adver- 
tising, publicity 
and exploitation 
of the motion 
picture distribut- 
ing company. Mr. 
Winikus, who 
joined United 
Artists as a copy- 
writer in 1946 
and was previ- 
ously a copywriter with Warner 
Bros. Pictures, will retain his post 
of ad manager 


Francis Winikus 


Macy's Names Crawford 

Robert L. Crawford, formerly 
in the investment business, has 
been named public relations direc- 
tor of Macy's, New York. 
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WLAN BIRTHDAY PARTY—On hand for the fifth birthday cele- 


bration of Station WLAN in Lancaster, 


station officials at left and time buyers at right. At left ore 
(in usual order): Frank Altdoerffer, president; Arthur Beckwith, 
Som Altdoerffer, v.p.; Walter B. Dunn, 
Headley-Reed Co., and Robert Keller, radio sales pi i 


commercial manager; 


Pa., recently were 


the 


At right are Pat Hartnett, J. M. Mathes Inc.; Dewey Yeager, 
J. Walter Thompson Co.; Genevieve Schubert, Compton Adver- 
tising; Jack Hardingham and Robert Dome, both of Headley. 
Reed Co.; Ann Small, Duane Jones Co., and Lillian Selb, Foote, 
Cone & Belding. Three hundred and fifty 5-year-olds joined in 
ih birthday porty. 


Grocers Take On More Non-Food Lines; 
12% of Large Stores Handling Toiletries 


New York, Aug. 21—Eight prod- 
uct categories are listed as the 
largest gainers, distribution-wise, 
in the grocery trade during 1950, 
a new grocery commodity distri- 
bution study conducted by Food 
Topics reveals. 

The eight categories include 
toiletries and patent medicines, 
stationery and school supplies, fro- 
zen foods, and hosiery, ice cream, 
greeting cards, kitchenware, and 
health and dietetic foods. 

Based on 18,921 returned ques- 
tionnaires, the study points out 
that 12.1% of large stores, 10.0% 
of medium stores, and 6.2% of 
smaller stores added toiletries and 
patent medicines to the items they 
handle during the past 12 months. 
More chain units (6.2%) added 
stationery and school supplies than 
independents (3.5%). Independ- 
ents’ lead on hosiery is reported 
as 3.3% to the chains’ 1.4%, and 
on kitchenware items 1.7% of in- 
dependents added the line com- 
pared with 1.4% of chain stores. 


e@ The study measures grocery 
store and wholesaler distribution 
and handling of 60 key food and 
non-food items where distribution 
is not “cut-and-dried” and where 
until now distribution data have 
not been generally available. 

A total of 94.6% of grocery out- 
lets, with classifications ranging 
from group averages of $495,000 


(double A_ stores), $172,000 (A 
stores), down to $82,500 per year 
(B stores) now handle margarine, 
the report shows. It is shown that 
96.8% of double A stores now han- 
dle frozen fruit juices, 91.0% 
of A stores and 70.4% of B stores. 
Beer is handled by 40.8% of 
double A stores, 27.5% of A stores, 
and 26.9% of B stores. 
Aerosol-type insecticide bombs 
have gained substantially with an 
over-all distribution among large 
and medium-size stores of 68.2%. 


es Other over-all distribution per- 
centages among. grocers polled 
show that 92.0% handle paper 
plates; 83.1% handle cellophane 
tape; 43.7% , dish cloths and towels; 
54.5%, flashlight batteries; 55.2%, 
sponges; and 72.5% work gloves. 

Grocery markets in towns of 25,- 
000 population and less, the report 
Says, are more apt to handle cer- 
tain types of food and non-food 
items. Commodities found in 
stronger distribution in such 
towns and rural areas include fresh 
and frozen seafood, cakes and pies, 
dried fruits and vegetables, ciga- 
rets, bar candy, chewing gum, shoe 
polish, household insecticides, 
cleansing tissue, waxed paper, pa- 
per plates, home canning supplies, 
cellophane tape, garden seed, and 
work gloves. 

In general, it is pointed out, dis- 
tribution is strongest, for the com- 


Distributive 


OUTLETS 


ROANOKE 


AN IDEAL 
TEST MARKET 


Advertisers have found the results 
‘of their tests both measurable 
and accurate in Roanoke... 
because Roanoke retail outlets 
typify, in size and operation, the 
national distribution pattern. 
Distribution is suitable and 
sufficient for the more than 


e 


VIRGINIA 


AWYER.* FERGUSON * WALKER CO 
National Representatives 


modities studied, among double A 
stores. But noticeable variations 
stand out. A higher percentage of 
A stores, for example, 
cakes and pies, bought for re-sale, 
than do double A or B stores. The 
same is true of bar candy, bulk 
candy, chewing gum, floor waxes, 
paper napkins, dog food, house- 
hold glue and cement, and razor 
blades. 

Single copies of the “1951 Gro- 
cery Distribution Study” are avail- 
able from Food Topics, 330 W. 
42nd St., New York 18. 


PR ‘Silver Anvil’ 
Awards Dates Set 


WaAsHINGTON, Aug. 21—Ameri- 


can Public Relations Assn. has 
announced the opening of its 
annual awards contest for out- 


standing achievement in the pub- 
lic relations field. Entries are due 
at the association’s national head- 
quarters here by Sept. 30, and the 
winners are to be announced at 
the association's convention § in 
Philadelphia, Nov. 15. 

“Silver Anvils” are awarded to 
winners in twelve basic categories: 
manufacturing; marketing and dis- 
tribution; retailing; labor relations; 
trade association activities; trans- 
portation; agriculture; graphic 
arts; media and communications 
organizations; finance and insur- 
ance; church, social and commun- 
ity service organizations; and fed- 
eral, state and municipal programs. 

Former congressman Robert 
Ramspeck, now chairman of the 
U. S. Civil Service Commission, 
is chairman of the committee of 
judges. 

APRA announced that Harold 
E. Stassen, president of the Uni- 
versity of Pennsylvania, will be 
principal speaker at the conven- 
tion. 

Information about the awards 
may be obtained from APRA at 
1010 Vermont Ave., Washington 9, 
D.C. 


OAI Transfers Three A. E.s 


Outdoor Advertising Inc. has 
transferred three account execu- 
tives and added a new member to 
the New York sales force. George 
D. French, formerly with the Chi- 
cago sales office, has been ap- 
pointed St. Louis office manager, 
succeeding the late Arthur Siegel. 
Charles V. Goebel has been trans- 
ferred from New York to Los An- 
geles, and J. J. Burton leaves Los 
Angeles to assume similar sales 
duties in Chicago. George R. Lloyd, 
formerly with Benton & Bowles, 
has joined the New York sales 
force. 


Otters Day-Glo Counseling 
Lawter Chemicals Inc., Chicago, 
licensed manufacturer of Day-Glo 
inks and lacquers, has placed four 
color consultants—one each on 
the West Coast, in the Midwest, 
the East and Chicago—to advise 
agencies and clients on the use of 
Day-Glo for outdoor, transporta- 
tion and direct mail advertising. 


handle | 


‘RCA Resumes Tests 
of Color Equipment 


New York, Aug. 21—Radio 
Corp. of America will shortly re- 
sume field testing of its color sys- 
tem, and will continue to battle for 


public support and government 
recognition for it. 
The tests will begin in New 


| York Sept. 10, with receivers in 
the Center Theater so that the 
public can see the test. The tests 
will be expanded to Washington, 
Philadelphia, Boston and Chicago 
as rapidly as possible. 

RCA is cooperating with other 
companies in setting composite 
| Standards for a compatible color 
system, and last week David Sarn- 
off, chairman of RCA, said the 
field tests and the composite sys- 
; tem have advanced to the point 
| that within six months the Feder- 
}al Communications Commission 
(which gave the color nod to CBS) 
will be asked to reopen the color 
question. 


| 


Two Join Citizen Newspapers 

Don Hepton, formerly Houston 
manager of Ruthrauff & Ryan, has 
been appointed national ad mana- 
ger of Citizen Newspapers of 
Houston, seven community week- 
lies. He replaces Walter C. Miller, 
now merchandising manager of 
American Brewing Co. of New 
Orleans. Also added to the Citizen 
national ad department is Tom 
Morton. 


SALES PORTFOLIOS 
* 

SERVICE BINDERY CO. 
inc 


2241 S. WABASH AVENUE § 
CHICAGO 16 


CAlumet 5-3224 


DOMINANT STATION 


in the RICH Western Half 
of Arkansas 
@ and East-Central Oklahoma 


950 ON THE DIAL 


oo ee 
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; Great Local Programming + ABC 


Spot these, too! 


BUY IN A PACKAGE . . . ONE ORDER—-ONE BILLING @ 


Here are three fine 
“money-to-buy” 


markets of PEOPLE. with 
exclusive 
“Home-Town" loyalty. Ask JOHN E. PEARSON 
CO., representatives, for full particulars. 


radio areas with 


Owned and Operated by SOUTHWESTERN PUBLISHING CO. 


i 


Don W. Reynolds, President 
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Trif-T-Milk Bows in Toronto 
United Co-Operatives of Ontar- 
io, Teronto, is introducing its 
new Trif-T-Milk powdered milk 
product to that city via 600-line 
newspaper ads. William Gent Ad- 
vertising Agency handles 


Trade Press Opens Office 
Trade Press Typographers, a 
division of Trade Press Publishing 
Co., Milwaukee, has opened a Chi- 
cago office at 35 E. Wacker Dr. 
John F. Stokely has been appoint- 
ed manager. 


A DIFFERENCE IN 
THE APPEARANCE OF THESE 
TWO DRAWINGS, YET THE 
REPRODUCTION COST OF 
BOTH IS EXACTLY THE 
SAME WHEN DRAWN ON 


CRAFIINT 
DOUBLETONE 


Drawing Papers 


Craftint Doubletone Draw- 
ing Paper contains 2 sepa- 
rate, invisible shading tones. 
These tones are instantly 
“brought up” by simply ap- 
plying special fluids in only 
the places the artist wishes 
them. See Figure 2. Finish- 
ed art, although containing 
two tones of gray plus black 
and white, still reproduces 
as straight line work. This, 
of course, means a big sav- 
ings in reproduction cost. 
Craftint Doubletone Papers 
are available in 17 different 
patterns to accommodate 
drawings for same size or 
standard reductions. 


Write today for pattern 
chart and further informa- 
tion. Craftint Doubletone is 
sold by your local Craftint 
dealer or direct. 


THE CRAFTINT MANUF ACTURINGACO 


1227 East 152nd Steet © Cleveiand 10, Ohio 


Fuller and Roche 
Head Direct Mail 
Group Speaker List 


MILWAUKEE, Aug. 22—Walter 
D. Fuller, board chairman of Cur- 
tis Publishing Co., and James M. 
Roche, general sales manager of 
the Cadillac division, General 
Motors Corp., will be the featured 
speakers at the 34th annual con-| 
ference of the Direct Mail Ad- 
vertising Assn. scheduled here Oct. 
17 through Oct. 19. 

Mr. Fuller will deliver the key- 
note speech at the opening lunch- 
eon on Oct. 17 and Mr. Roche will | 
speak at the luncheon session on | 
Oct. 19. | 

The association's popular “circles | 
of information” discussion sessions | 
this year will be devoted to cre-| 
ative problems and techniques. | 

The creative workshop “circle” | 
on Oct. 18 will consider copy, cor- 
respondence supervision, research, 
new ideas and similar subjects, | 
while the second session—on Oct. | 
19—will discuss envelopes, letter- 
heads, showmanship, and list com- 
pilation and maintenance. 


| 


es Speakers at the three-day meet- 
ing include Viola Noble, advertis- 
ing director of Clarke's, Tulsa; 
William Baring-Gould, circulation 
promotion manager of Life; R. T. 
Curtis, general manager of Ross- 
Martin Co., Tulsa; Jack McDon- 
nell, president of the Epicures’ 
Club, Elizabeth, N. J.; John E. Til- 
lotson, president, Modern Hand- 
craft Inc., North Kansas City, Mo., 
and Joseph G. Wenckus, Chicago 
catalog manager of Alden's. 

Also, Milton E. Bell, v. p.. of Ab- 
bott, Kerns & Bell Co., Portland, 
Ore.; John R. McAlpine of J. Wal- 
ter Thompson Co., Detroit; A. M. 
Sullivan, ad manager of Dun & 
Bradstreet, New York, and Dan 
E. Smith, art director of Poole 
Brothers, Chicago printer. 

Charles S. Downs. v. p. in charge 
of advertising and public rela- 
tions, Abbott Laboratories, North 
Chicago, is general chairman of the 
conference. Chairmen of the ses- 
sions include William Marsteller, 
president of Marsteller, Gebhardt 
& Reed, Chicago; Whitt N. Schultz, 
president of Northmore’s Home 
Products, Highland Park, Ill., and 
ADVERTISING AGE columnist; Dale 
Y. Ecton, manager of advertising 
distribution, Trans World Air- 
lines, New York, and L. T. Alex- 
ander, manager of Du Pont’s di- 
rect mail division and president of 
the association. 


| McGraw-Hill Forms 


New Publicity Bureau 
McGraw-Hill Publishing Co.. 
New York, has announced estab- 
lishment of a communication and 
publicity department, which takes 
over responsibilities of the com- 
pany’s former newspaper service 
bureau. Functions of the new de- 
partment will be three-fold: Han- 
dling publicity for the company 


| and its publications; publication of 
|/the company’s internal house or- 


gan; and publication of a bi-week- 
ly information bulletin, “Manage- 
ment News,” for internal circula- 
tion to company executives. 

Frances Fiske, formerly direc- 
tor of the newspaper service bu- 
reau, becomes manager of the ex- 
panded communication and pub- 
licity department, reporting direct- 
ly to Col. Willard Chevalier, exec- 
utive v.p. 


Farm Paper Tells Rates 

Rates for the newly combined 
Farmer's Advocate & Canadian 
Countryman, to begin publication 
Oct. 13 (AA, July 9), will be 
based on $1.20 per agate line. Ad- 
vertising headquarters are at 358 
Adelaide St. West, Toronto. 


Baker Makes Birthday Move 

Marking its 40th anniversary, 
Baker Advertising Agency, Toron- 
to, has moved to larger offices at 
1315 Yonge St 


TURNABOUT—Don E. Widlund (center), director of movie distribution for J. Walter 


Thompson Co., this time faces the camera 


Martinez, Argentina. With him are Luis Sandrini (left), o leading South American 


during his visit to the Emelco studios in 


actor, and E. Williams of J. Walter Thompson Argentino. Mr. Widlund is in Buenos 
Aires filming a series of shorts on health topics for E. R. Squibb & Sons. 


Judge Blocks Use 
of Book in Sale of 


Plantation Molasses 

Rocuester, N. Y., Aug. 21—The 
Food and Drug Administration has 
resumed its effort to block the use 
of Gaylord Hauser’s book “Look 
Younger, Live Longer” in conjunc- 
tion with the sale of Plantation 
blackstrap molasses. 

Before Judge Harold Burke, in 
U. S. district court in Buffalo, the 
agency contended that use of en< 
dorsements from the book in con- 
junction with the sale of molasses 
occurs under such circumstances 
as to constitute misbranding. 

An earlier Food and Drug effort 
against the Hauser book lost out 
when federal judges ruled that the 
government agency failed to 
establish a link between the 
molasses and the book. 

Last week, however, Judge 
Burke gave an initial ruling for 
Food and Drug. He said the sei- 
zures related not to books offered 
for bona fide sale, but to copies 
used in a distribution plan serv- 
ing to misbrand the product. 


@ Seizure of the molasses occurred 
under these circumstances: 

Hauser’s book was prominently 
displayed in the store window with 
the jars of molasses. Passersby 
were invited to come in for infor- 
mation. According to Food and 
Drug, the dealer then handed the 
prospective customer the Hauser 
book and referred to the index for 
references to passages on molasses. 

Food and Drug attorneys contend 
these passages are false and mis- 
leading, promising such benefits 
as “add five years to your life,” 
“regrowth of hair on bald spots,” 
“cause low blood pressure to in- 
crease to normal” and many oth- 
ers. 


Brightwater Paper Offers 
Letterhead Appraiser Kit 


Brightwater Paper Co., Adams, 
Mass., has brought out a letter- 
head appraiser kit available to 
printers and designers. The kit, 
designed to take the guess work 
out of letterhead designing, offers 
a visual presentation of actual let-| 
ters which can be imposed on 
proofs or sketches of any letter- 
head. | 

By placing a proposed design or | 
proof of a letterhead in back of a| 


kit transparency, the company} 
claims one can decide whether 
the design has correct balance, | 


color and spacing—before print-| 
ing. 


Invents Engraving Process | 

Stone Container Corp., Chicago, 
has announced that it has devel-| 
oped a method of engraving line} 
drawings on rubber so that over-| 
all advertising patterns can be} 
printed more economically, by the 
aniline-rotogravure process, on 
corrugated paperboard for ship-| 
ping containers. 


‘Farm & Ranch’ Names Three 
Farm & Ranch-Southern Agri- 
culturist has made the following 
«xppointments to its ad staff: Floyd) 
W. Hurt, formerly general ad man-— 
ager of the Atlanta Journal and 
Coastitution, to ad manager of the 
Lower South edition; Sherwood H. 
Leavitt, formerly New York man- 
ager of Newspaper Advertising 
Service, to the New York sales 
staff, and Orville L. McDonald, 
formerly ad manager of Chrom- 
craft Dinettes, to the Dallas staff. 


Owen & Chappell Appointed 
Owen & Chappell has been ap- 
pointed to handle advertising of 
Airex Spinning reels, rods, lines, 
lures and accessories, manufac- 
tured by Lionel Corp., New York. 


Schulze Names Rodgers S.M. 
Hamilton H. Rodgers, with 


Schulze & Burch Biscuit Co., Chi- 
cago, has been named general sales 
manager. 
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Newcomb Cleveland 
Leaves $1,000,000 
to Mount Holyoke 


New York, Aug. 21—A bequest 
of $1,000,000 to Mount Holyoke 
College, South Hadley, Mass., and 
of $25,000 to the American Assn. 
for the Advancement of Science 
are contained in the will of the 
late Newcomb Cleveland, retired 
advertising executive, who died 
July 29 (AA, Aug. 6). 

Mr. Cleveland, who was 85 at 
his death, was chairman of Erick- 
son Co. when he retired in 1930, 
the year the agency was merged 
with H. K. McCann Co. to form 
McCann-Erickson. 

Mr. Cleveland’s bequest to the 
trustees of Mount Holyoke is 
to be held in perpetuity and 
invested under direction of the 


| trustees. 


Other gifts designated in the 
will to be made from the estate, 
the value of which was not dis- 
closed, include bequests to em- 
ployes, trusts for certain individ- 
uals and art treasures given to 
the Metropolitan Museum of Art. 


Plans Three ‘Life’ Spreads 

I. B. Kleinert Rubber Co., New 
York, will use spreads in the Sept. 
17, Sept. 24 and Nov. 19 issues of 
Life to push its Softex baby pants, 
dress shields, Braforms and other 
items. The fall campaign also in- 
cludes specialized consumer mag- 
azines in the baby field and busi- 
ness publications. Grey Advertis- 
ing is handling. 


MAIL ORDER HOUSE wants 
new items in the infants and 
young children’s field. Send 
complete details, prices and 
photographs. 

Box 7947, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
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Account Changes 
Ruin Summer for 
Agency Execs 


(Continued from Page 1) | 
got Lydia Pinkham from Erwin, 
Wasey; Needham, Louis & Brorby| 
came up with Quaker Oats and 
Ken-L-Products, previously an 
R&R account; R&R lost Red 
Top Brewing to Cecil & Pres- 
brey; Batten, Barton, Durstine| 
& Osborn got Schenley’s Re- 
serve, Old Schenley, Sir John and 
Schenley’s gin from Biow Co.; 
Biow taking Old Stagg and Cream 
of Kentucky (the former resigned 
by Benton & Bowles, the latter 
from Federal Advertising Agency) 
and McCann-Erickson got Three 
Feathers. Kenyon & Eckhardt 
took Lifebuoy shaving cream, last 
active with R&R in 1948. 


e Also in July Maxon acquired 
Samson folding furniture, Pack- 
ard Motor Car Co. from Young & 
Rubicam, and Mohawk Carpet 
from George R. Nelson Inc., while 
losing Drewrys Ltd. to MacFar- 
land, Aveyard & Co.; Wm. Hart 
Adler Inc., Chicago, got Reo Mo- 
tors’ truck division from Brooke, 
Smith, French & Dorrance; Benton 
& Bowles got Bellows Co. from Al- 
bert Frank-Guenther Law; Price, 
Robinson & Frank got Encyclope- 
dia Britannica; Nescafe continued 
to migrate, this time to Sherman & 
Marquette from Cecil & Presbrey; 
Pepsodent switched from Foote, 
Cone & Belding to McCann-Erick- 
son, after some 33 years of FC&B 
and Lord & Thomas. 

till in July, Ruthrauff acquired 
Florida Citrus Exchange from 
Yorkunas Advertising Agency; Ma- 
rathon Corp. went to Needham, 
Louis & Brorby; General Cigar 
named Y&R for White Owl; Ameri- 
can Chicle, a longtime Badger, 
Browning & Hersey account, went 
to Sullivan, Stauffer, Colwell & 
Bayles; Tatham-Laird and Trane 
Co. called it off as of Jan. 1. 


e McKee & Albright got Fels & 
Co.’s new detergent, Rol, while 
losing Pine Bros. cough drops to 
Y&R; Schwimmer & Scott got 
American Vitamin Associates; 
FC&B arrived on the Atlantis Sales 
Corp. scene as the third agency 
(along with J. Walter Thompson 
Co. and Richard A. Foley Adver-| 
tising Agency), but said goodbye to 
Rheem Mfg. Co., which went to 
Campbell-Ewald, and Leo Burnett 
Co. got Kellogg’s corn flakes from 


Kenyon & Eckhardt. | 
In August, traditional dog days 
of the business, the frantic ac-| 
count getting and losing went on| 
unabated: | 
Compton Advertising got Camp- | 
bell’s pork and beans and tomato! 
juice from Ward Wheelock Co.; 
Argus Camera went from Fletcher 
D. Richards Inc. to Y&R; Wyan- 
dotte Chemical Corp. switched 
from N. W. Ayer & Son to Brooke, 
Smith, French & Dorrance, as did 
two Libbey-Owens-Ford divisions 
—Fiberglas and Plaskon. 


e American Magazine went from 
Benton & Bowles to Campbell-| 
Ewald; BBDO picked up GE's 
Waring telecast, but lost the Seth | 
Thomas division of General Time} 
to J. Walter Thompson; Dancer- 
Fitzgerald-Sample replaced Mc- 
Carty Co. as agency for Mission 
Dry Corp. Anderson & Cairns with- 
drew from the Alexander Smith 
account; Emerson Radio went from 
Foote, Cone to Getschal & Rich- 
ard; Previews went to W. Earl 
Bothwell; Dennisons’ Foods went 
from Brisacher, Wheeler & Staff 
to Biow; A. S. Harrison Co.’s Preen 
went from Mather to Calkins & 
Holden; Allstate Insurance went 
from Goodkind, Joice & Morgan 
to Christiansen Advertising; a 
major portion of the women’s fa- 
shion advertising of Burlington 


| Mills went from Hirshon-Garfield 


to Morey, Humm & Johnstone. 

And there was no indication that 
the account switching would stop. 
At least two major appliance 
companies’ accounts were loose. 
The Alexander Smith account had 
vet to be awarded, and the reper-| 
cussions of the internal explosion 
at Duane Jones Co. had yet to 
be assessed (AA, Aug. 20). 


e@ Why the intense account chang-| 
ing? The Korean crisis and the 
subsequent upheaval in merchan- | 
dising were widely blamed, yet 
a quick run-through of the ac-| 
counts which changed showed that | 
comparatively few were seriously | 
affected. Many of the switches 
were in food, drug and beverage 
lines, and the number of beers 
which have changed hands jis sur-| 
prising. 

“We're in a time of discontent,” 
one agency man summed up, “and | 
it’s no longer safe to assume any- | 
thing. 

“But if the summer of 1951 is 
any criterion, the days of the} 
4:43 and nine holes before dinner 
are apt to go the way of the 25¢| 
martini, every third one on the| 
house.” 


Pay-Velope Plan 
Sells Ad Space on 
Payroll Envelopes 


New York, Aug. 23—A mer- 
chandising plan based on the pay 
envelope has been developed by 
Pay-Velope Corp., 15 Whitehall St. 
here. 

Commercial banks, says Pay- 
Velope, have long been supplying 
their accounts with payroll en- 
velopes, something which has be- 
come a considerable operating ex- 
pense. Pay-Velope, since last 
March, has been offering payroll 
envelopes that cost the banks noth- 
ing—regardless of how many are 
supplied or used. 

Envelopes, called Pay-Velopes, | 
are distributed free to banks for | 
use by their commercial accounts. 
The back of each Pay-Velope pro- 
vides space for payroll deductions 
and the bank’s advertising mes- 
sage or imprint. 

Space on the front of the Pay- 
Velope, however, is reserved for 
advertising which is contracted 
by Pay-Velope Corp. 


@ Each Pay-Velope front, the 
company points out, carries one 
ad only, and that ad is “directed 
to a prospect with ready cash.” 

Advertisers who have used the} 
Pay-Velope setup thus far include | 
National Broadcasting Co., Philco 
Corp. and Cvoca-Cola Co. 

Pay-Velope officials said more 
than 180 banks in 11 eastern states 
are currently distributing 500,000 
of the new envelopes each week, 
and national distribution is being 
planned. ’ 

Pay-Velope people said most 
advertisers use the new medium 
on a pinpoint basis—specifying 
the town or city they especially 
want to cover. 


| advertising. Theme for the 1951- 
| 52 campaign is: “Advertising gives 


| vealed that the third biennial cam- 


brings you news sbout better products you need 
tells you where to get what you want when you 
want it 


SIXTH DRIVE—Ads shown here will appear in newspapers (left) and magazines 
in connection with the Campaign for Public Understanding of Advertising, now 
in its sixth year. Conceived and sponsored by Advertising Federation of Ameri- 


co, the theme of the 1951-52 drive is 


“Advertising gives you more value for 


your money.” 


AFA Plan to Show 
Consumers How Ads 
Stretch the Dollar 


New York, Aug. 21—Advertis- 
ing Federation of America this 
week unveiled its 1951-52 cam- 
paign for public understanding of 


you more value for your money.” 
Ralph Smith, v.p. Sullivan, 
Stauffer, Colwell & Bayles, re- 


paign in 1949-50 reached an es- 


timated 75,000,000 people. “Objec- 
tives of this year’s campaign are to 
clear up the misconceptions found | 


| prevalent in consumers’ thinking 


by the AFA-Macfadden wage- 
earner survey earlier this year.” 


e “We want the public to know,” 
Mr. Smith said, “that advertising 
is helping even inflated dollars go 
further, and that any threat to tax 
or prohibit advertising directly 


threatens the consumer's pocket- 
book.” 

Two different types of messages 
are included in this year’s ads. 
Sample copy for the two styles are: 
“Without advertising—you could 
not shop with the ease and confi- 
dence you do now!” and “You get 
more for your paycheck because of 
advertising.” Small boxes in each 
ad cite examples of the low cost 
of advertised products. 

Radio stations can get a record 
on which are three 1-minute, two 
15-second and two 10-second com- 
mercials in the form of a dialogue 
between a man and a woman 

Two 24-sheet, 6-color outdoor 
posters as well as car cards are al- 
so in the AFA package. 

The current campaign is éx- 
pected to better the previous one 
where more than 7,500 mats, 8,100 
transcriptions, 75,000 car cards and 
1,000 posters were used. 

Volunteer agencies for the cam- 
paign are Duane Jones Co., Otto 
Kleppner Agency and Geyer, New- 
ell & Ganger. 


Sunbeam Asks Non-Fair Traders to Delete 
Trademarks and Not Advertise Its Products 


Cuicaco, Aug. 23—Sunbeam 
Corp. issued a statement today by 
its president, B. A. Graham, re- 
questing dealers in fair trade states 
who have not signed the Sunbeam 
fair trade contract and who do not 
adhere strictly to the fair trade 
price to “immediately cease adver- 
tising or using Sunbeam’s regis- 
tered trademarks, brands or names 
and good will, either directly or 
indirectly.” 

Sunbeam also requested such 
dealers to “obliterate Sunbeam'’s 
registered trademarks, brands or 
names from Sunbeam products that 
[they] may now or later acquire 
and from the cartons in which 


|} such commodities may be packed, 


Five Networks Back 
Defense Bond Drive 


WasuHincton, Aug. 28—The 
Treasury Department has been as- 
sured a five-network kickoff for 
its defense bond rally Sept. 3. 

Special programs have been ar- 
ranged for all four major net- 
works and for Liberty Broadcast- 
ing System. At 10:50 p. m., Secre- 
tary Snyder will speak from Grand 
Rapids, Mich., scene of a giant la- 
bor bond rally, and will introduce 
President Truman, who will speak 
from San Francisco. 

The Defense Department is pro- 
viding service bands and military 
spectacles to back up the “Defense 
Is Your Job, too” theme, 


and [to] remove and destroy all 
registered guarantee cards and all 
printed material bearing our trade- | 
marks, brands and names.” 

Mr. Graham pointed out that 
“from time to time there may be| 
dealers who do obtain Sunbeam 
merchandise in some nefarious} 
manner who have not elected to 
sign a Sunbeam contract. 


es “It is, of course, their lawful 
privilege not to sign such a con- 
tract and the U. S. Supreme Court 
has likewise held that any mer- 
chandise which such a dealer may 
happen to own may be sold at any 
price he sees fit. 

“However, neither the U. S. Su- 
preme Court in the Schwegmann 


statute or law has ruled that such 
a dealer would be entitled to ad- 
vertise or use Sunbeam trade- 
marks, directly or indirectly, to 
assist him to make such sales for 
his own profit, when the Sun- 
beam Corp. has expressly with- 
held permission from such dealer 
to use our trademark.” 


Crinklie-Tie String 
Pushes Brand in Ads 


Cuicaco, Aug. 23—Crinklie-Tie 
fancy string, sold exclusively 
through variety stores by Chicago 


Printed String Co., is using four-| 


color inside front covers in the 
Ideal Women’s Group to exploit 
the coming gift season. 


Ads are couponed and offer a} 


Truman Seeks 
Repeal of Price 
Law Amendments 


Wasnincton, Aug. 23—In a spe- 
cial message to Congress today, 
President Truman called for a re- 
peal of the Capehart amendment, 
requiring the Office of Price Stab- 
ilization to permit price increases 
covering all costs incurred by man- 
ufacturers since the outbreak of 
the fighting in Korea. 

In addition, the President called 
for repeal of the Herlong amend- 
ment, requiring OPS to allow 
wholesalers and retailers their cus- 
tomary percentage markups. 

The Capehart amendment, Pres- 
ident Truman said, frees business 
of the need to absorb rising costs, 
and shifts the burden “to the con- 
sumer, the wage earner and peo- 
ple living on pensions and other 
fixed incomes. 

“The effect of the Capehart 
amendment,” he said, “is to take 
all rising costs—the cost of ma- 
terials, of labor, overhead, adver- 
tising, corporate salaries—out of 
their pockets.” Previously, OPS 
allowed adjustments only for in- 
creases in materials and factory 
labor. Contending that Congress 
might not have appreciated the 
full scope of the amendment wher 
it was adopted, President Trumah 
argued it was “unnecessary.” 


es “Under the previous law there 
was ample provision for price ree 
lief to sellers who legitimately 
needed it. The fact that thig 
amendment was not needed is ame 
ply demonstrated by the remarks 
able level of business profits dure 
ing the last few months.” | 
Percentage markup provisions ot 
the Herlong amendment invit@ 
America’s 2,000,000 distributor 
“to become commission salesmeg 
for inflation,” the President dee 
clared. “It offers them a percents 
age stake in every price increase.” 
“Since the new law, through the 
Capehart amendment, assureg 
price increases at the producef 
level,” he continued, “the consumes 
er has been caught between thé 
hammer of the Capehart increaseg 
and the anvil of the Herlong ins 
creases.” 
The President warned that ine 
flationary pressures will mount as 
defense activities take up to 20% 
of the nation’s output next year. 
“Present inventories of consum- 
er goods will dwindle, and defense 
needs will keep them from being 
fully replenished.” 


e Meanwhile, the Office of Price 
Stabilization was continuing to 
study methods of writing the Cape- 
hart amendment into its regula- 
tions. A group of manufacturers 
was expected to come here next 
week to look over preliminary 
drafts of new pricing rules. 


President Truman promised that 
the amendments would be en- 
forced if they remained on the 
books, but he warned of “enormous 
administrative and accounting 
burdens” on business and govern- 
ment. 

“The of these 


making adjust- 


how-to-gift-wrap booklet for 10¢,|/ ments will be particularly com- 
on the theory that the “product| plex,” he said, “because it will re- 


loses its identity in the user's 
hands,” according to the company, 


and that such an offer helps estab- 


| lish brand identity. 


Smaller insertions are also ap- 
pearing in: 


Confessions, Good Housekeeping, Inti- 
mate Romances, Modern Romances, Mod- 
ern Screen, Motion Picture, Movie Life, 
Movie Star Parade, Movie Story Maga- 
zine, Movieland, Personal Romances, Pho- 
toplay, Radio & TV Mirror, Real Ro- 
mances, Real Story, Screen Guide, Screen 
Stories, Screenland, Silver Screen, True 


| Confessions, True Experiences, True Love 


Stories and True Romances 
Tim Morrow Advertising handles 


case, or in any other case, nor any | the account. 


quire cost data which most con- 


cerns are not equipped to supply.” 


Art Letterers Opens 

| Art Letterers, operated by I. Me- 
| dow and H. J. Allcock, has opened 
|a studio at 267 W. 17th St., New 
York, specializing in presentations, 
exhibitions, calligraphy and fine 
lettering. 


‘Berkertex Names Freund 


Berkertex of London, made-in- 
Britain coats and suits for girls, 
has appointed Morton Freund Ad- 
vertising Agency, New York. 
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FAST GROWING MARKET 
REACHING NEARLY 
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NEARLY 2,000,000 
TOURISTS ery year. 


GREATER MIAMI ALONE 
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How Videodex Ratings Compare for Ten TV Markets 
Based on Top Ten Programs for Aug. 1-7, Jay & Graham Research 


Program 

Godfrey & Friends . 
Toast of the Town .. 
Philco TV Playhouse 
Godfrey's Talent ) Gaeate 
Lights Out 

Racket Squad 

What's My Line . 
Fireside Theater 
Somerset Maugham 
Summer Theater 

Kraft TV Theater 
Baseball 

Hopalong Cassidy 

Amos 'n’ Andy . 
Original Amateur Hour 
Suspense .. 

Cavalcade of Stars . 
Man Against Crime . 
Circle Theater : 
Rocky King, Detective . 
Plainclothes Man ° 
Blind Date 

TV Playbill 

Cavalcade of Bands 

Burns & Allen ... 

CBS Film Theater . 
Wrestling (Tues. night) 
Wrestling (Mon. night) . 
Cowboy Thrills 

Texans Have Talent 
Showtime .. 

Sunday Movie Matinee .. 
Big Town i 

Break the Bank 

Danger 

Motion Picture ened ‘ 
Film Firsts 
The Web 
Strike It Rich 
Midwestern Hayride . 
*Sat. and Sun. average. 
**Mon. and Tues. average. 
Week average. 


Myers Lists Three 
Steps for Defense 
Against Lawsuits 


Hotiywoop, Aug. 23—Advertis- | 
ers, agencies and media that are| 
approached by persons with ideas 
for campaigns can take three steps 
to defend themselves against plagi- 
arism and right-of-privacy suits, 
according to Robert Myers of Lil- 
lic, Geary & McHose. 

Speaking before the Hollywood 
Advertising Club, Mr. Myers, who | 
was on the legal staff of National | 
Broadcasting Co. in New York for | 
22 years, suggested the following | 
— steps: 

. Insist that persons’ ‘submitting | 
an = sign a fool-proof release 
agreeing to accept the company’s 
judgment on the use of the idea 
and the compensation for it. He 
added that a New York court has 
upheld the legality of such an} 
agreement. | 

2. If professional creative people 
refuse to sign such a release, have 
ready a standard release form} 
which says that when the creator 
feels he is wronged, both parties 
agree to submit the case to arbitra- 
tion by a panel of people in the 
industry. Such a procedure, he 


Atlanta 


28.1 


| pointed out, would eliminate trial | 


by juries unversed in the concepts 
| of the advertising profession. 

3. If a company is fearful that 
such arbitration might result in 
an unduly high award, a maxi- 
mum sum can be named in the 
agreement, he declared. 


Denver Theaters 


‘to Show Network 
‘Television Shows 


| Denver, Aug. 23—Four Denver 


drive-in theaters and a downtown 
movie house will begin presenting 
| television shows as soon as the 
micro-wave network goes through 
| Denver. 

According to Harris Wolfberg, 
owner of the five theaters, a coax- 
ial cable will carry the shows from 

ithe Denver micro-wave receiver 
to the various theaters. 

Mr. Wolfberg says that he has 
made arrangements with American 
Broadcasting Co., Columbia Broad- 
casting System and the National 
Broadcasting Co. to pipe shows, 
including “Kukla, Fran & Ollie,” 
“Pulitzer Prize Playhouse,” “Cap- 
tain Video” and the Arthur God- 
frey shows, into the theaters. 

Transmission costs from Omaha 
are estimated at $17,500. 

Station KLZ last week estimated 


that Denver area residents would. 
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Trendex Network TV Ratings 
Aug. 1-7, 1951 


Toast of the Town Cate Suen, CBS) . 
Godfrey's Talent Scouts (Lipton, CBS) .... 
Danger (Block Drug, CBS) .............. 
Somerset Maugham Theater (Bymart, — ; 
What's My Line (Stopette, CBS) . 


39.2 
311 


25.8 Ford Festival (NBC) 
24.8 Kraft TV Theater (NBC) 


Philco Playhouse (NBC) 
Fireside Theater (P&G, NBC) 


Racket Squad (Philip Morris, » COS) 


not see commercial television pro- 
grams over a local station until} 
March 1, 1953 (AA, Aug. 20). If 
the estimate is correct, Mr. Wolf- 
berg’s theaters will be Denver's | 
contact with television for 
at least a year and a half. 


Braun Files Piracy Suit 

Morris Braun of Hollywood has 
filed a piracy suit against Station 
KTTV, Los Angeles, for $150,000, 
alleging that the station and Bill 
Welsh, who produces “Batter Up” 
on the station, copied the format 
from a proposed show, “Play Ball,” 
that Braun had _ submitted to 
Welsh. 


| Hugh Benson to Roy Durstine 


Hugh Benson, formerly with 
Blaine-Thompson Co., has joined 
Roy S. Durstine Inc., New York, in| 
the newly created position of pub- 
lic relations and publicity director. 
Associated with Mr. Benson are 
Kathryn Grimes, also formerly | 
with Blaine-Thompson, and Roger | 
Young, formerly with Paramount | 
News and the Washington Post. 


Pinsker Named Dorland V. P. 


Casper Pinsker Sr., who heads | 
the new mail order division estab- | 
lished by Dorland Inc., New York, | 
has been elected a v.p. of the agen- | 
cy. 


— a 
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THIS EXPERIENCE IS FREE 


The most valuable working tool in all advertising and selling 


24 is experience. |t provides the answers to many policy 


questions. 


re ; worked with more than 200 


widely different industries. 


In the last 10 years our experience has included var'pus a | 
. marketing assignments with 130 
advertising agencies and other business firms. 


7 


* 


turers, publishers, 
We have 


different products—many of 


them nationally advertised under famous brand names, in 


y Assignments given us by clients have included market sur- 
e veys, measuring market potentials, pricing, developing new 


products, testing sales areas, 


analyzing sales, re-designing 


We All this experience and knowledge we supply to our clients 
ra free. But like all good working tools, this experience may 
+ not be fully effective with today’s new selling problems 


For further information please 


advertising, employing sales personnel, 


advertising and selling problems. 


unless it is brought up-to-date with adequate facts. 


Facts are the new cutting edge of experience. We find the 
facts and then assist our clients in developing a better sales 
program to fit today's changing and uncertain conditions. 


C. 0. CHAPELLE COMPANY 


Management Consultants in Marketing 
308 W. Washington St. * Chicago 6, Ill. * CEntral 6-8814 


building distribution, testing 
training salesmen, ae 
products and various other : 


call or write— 
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Few Cigaret Smokers Smoke Brand 
Whose Advertising They Like Best 


(Continued from Page 1) 

and six were indifferent. 
Ads Liked Best* 

Lucky Strike 

Old Gold 

Chesterfield 

Philip Morris 

Camel 

Raleigh 

None 

Indifferent 


ote eawn-es 


*One man couldn't decide whether he 
liked Old Gold or Chesterfield 

Of the 76 who mentioned the 
name of a brand whose advertis- 
ing they like best, 17 (or 22%) 
actually smoke that brand. Six 
of the 39 who like Luckies’ smoke 
them; seven of the 11 who said 
they like Chesterfield ads actually 
carry them; three of the 14 who 
like Old Gold ads use Old Golds 
and one of the seven who likes 
Philip Morris ads smokes the 
brand. 


ge When asked what brand's ad- 

vertising they liked least, AA dis- 

covered that almost one-third find 

Philip Morris advertising objec- 

tionable, In addition, there was a 

spontaneous outpouring of wrath 

against all cigaret advertising by 

13 of the 100 respondents. 
Ads Liked Least* 

Philip Morris 

Lucky Strike 

Old Gold 

Pall Mall 

Camels 

Raleigh 

Chesterfield 

Fatima 

Kool 

Marlboro 

Indifferent 

Dislike all 


sat 


wee eye Nw eu 


- be 


99 
*One lady couldn't decide between Philip 
Morris and Pall Mall 
One of the more interesting 
items turned up by the spot check 
was that three of the persons who 
dislike Philip Morris advertising 
smoke Philip Morris. A total of 
five persons who said they dislike 


| Viceroy . 


!a brand’s ads actually smoke those 
same brands. These five comprised 
8% of the total number who men- 
tioned that they disliked adver- 
tising for a particular brand. 


es Of the 100 persons queried, 21 
have never smoked and 11 have 
quit smoking. In addition, about 


9% 4% of the total smoke a pipe or 


cigars exclusively (those who 
smoked pipes or cigars and cig- 
arets were listed under the cigaret 
they smoke). 

Brand Smoked 


Chesterfield 
Pall Mall ........ 
Lucky Strike 
Camels _— 
Philip Morris 
Tareyton 

Old Gold 
Raleigh 
Dunhill 


Regent ..... 
Parliament 

Wings ...... 

Any Brand 

Never Smoke 
Quit Smoking ........ 
| Smoke Pipe, Cigar 


While AA’s figures are not, of 
course, projectable, the degree of 
correspondence between persons 
who like or dislike the advertising 
for a cigaret and the number of 
persons who actually carry that 
brand seems significant. 

In the course of the interviews, 
reporters heard a rather impressive 
“playback” on advertising themes 
when they asked the respondents 
what they look for in a cigaret. 

Most of the respondents paused 
before answering the question, 
“What do you look for in a cigar- 
et?” In most cases they shrugged 
their shoulders, said, “Oh, I don’t 
know” or something similar, but 
then came up with an answer. 


es Of the 65 smokers, 23 said they 


Fifty thousand eager-to-buy folks moved or got born into Corpus 


Christi's city limits between 1940 and 1950. The last census 


counted 108,053 in the city, 164,629 in the county, 316,133 in 


The Caller-Times’ well-covered 


ing zone. It's a market worth shooting at. 


Write for new fact folder for full details. 


retail trad- 


CORPUS CHRISTI, TEXAS 


CIRCULATION OVER 77,000 ABC 


Represented 


nationally by 


TEXAS QUALITY NEWSPAPER NETWORK 
Dallas, Chicago, New York 


look for “mildness” in a cigaret. 
Eleven others mentioned pleasant 
taste; two said, “no throat scratch”; 
another said, “I smoke Philip Mor- 
ris because—honestly—I get no 
cigaret hangover”; a Chesterfield 
smoker said he likes his brand be- 
cause there is “no aftertaste”; an- 
other Chesterfield smoker said that 
“my mouth feels better after smok- 
ing Chesterfields all night.” 

Two respondents said that they 
smoked the king-size cigaret be- 
cause they got more for their 
money and eight said that they 
didn’t particularly look for any- 
thing—that smoking was just a 
habit. And five said they couldn't 
tell the difference between cigarets 
—that they buy a particular brand 
out of habit. 

In general, AA found, smokers 
tend to smoke one brand for years 
or else they switch brands fre- 
quently, the latter either because 
they are “curious” or “for variety,” 
or because the “taste got a little 
sour.” Three of the ex-Chester- 
field smokers said that they 
switched because the  cigarets 
were packed too loosely. 

| 
s The brands formerly smoked by 
those who said they had switched | 
in the last six months, and the 
number of persons who formerly 


smoked the brand are: Lucky 
Strike, five; Chesterfield, four; 
Camels, three; Old Gold, two; 


Pall Malls, two; Philip Morris, one, 
and Kools, one. 

Of the 32 non-smokers, 11 had 
smoked at some time in the past. 
One of the eleven said that he is| 
switching to a pipe; another quit! 
because “cigarets are harmful”; 
another because “the ads insulted 
my intelligence”; another “lost my] 
desire for smoking when the price! 
went up.” 

One said he had stopped because | 
of heart trouble, another because 
of sinus trouble, another on “doc- 
tor’s orders”; two because cigarets 
are “unhealthy” and one because 
his doctor said that 29 of his! 

| patients with throat cancer had 
|smoked his brand. Rather than 
| take a chance, he quit. 

| 

se Only 13% of the respondents 
said that they had a definite anti- 
pathy toward all cigaret advertis- 
ing, but this minority is quite vo- 
}cal on the subject. 

One man exploded: “Cigarets 
}are harmful and the government 
j}should control the extravagant 
| claims of the cigaret companies. I 
don’t know why they haven't done 
so already.” 
| Another said: “I don’t like any 
cigaret advertising. It is not only 
misleading, it’s an insult to my 
intelligence.” A lady said: “I don't 
beligéve any  cigaret ads—they 
spend a lot of money and they 
don't mean a thing.” 


e Other comments include the fol- 
lowing: 

“The quantity of ads annoys 
me.” 


the ads.” 

“What do I like best? Young 
man, I think it’s horrible,” said a 
middle-aged lady. “Advertising| 
should be dignified. If you smoke 
any cigaret long enough, it will 


knows that. Why, I knew someone | 
Morris test and she said she liked 


|} Old Golds better. Do you know} 
| what they did? They said ‘thank 


| you very much, that will be all’ ye Tell us what you want pretested . . 


and cut the interview short.” 


PACKAGED PROM—National advertising 
for Prom, Toni Co.'s new home perman- 


ent, begins Sept. 27 (AA, Aug. 20) 

Prom’s packages hove a pink swirl pat- 

tern with the Prom name in script letter- 
ing. 


thing or anything else. They must 
think we're a bunch of kids!” 

“I don’t pay no attention 
none of them. They stink!” 

“If you're from Philip Morris, 
I don’t want to take a test.” 

Although the vast majority of 
the respondents willingly men- 
tioned a brand whose advertis- 
ing they liked best—or at least 
were indifferent—the only real 
enthusiasm about cigaret ads came 
from four persons, two men and 
two ladies. 

They agreed that the Lucky 
Strike television ads were excel- 
lent and one insisted that “the 
Lucky Strike commercials are bet- 
ter than the show.” 


to 


@ The payoff came, however, 
when AA stopped a seemingly suc- 
cessful, well-dressed young busi- 
ness man. Asked which cigaret’s 
advertising he liked best, he drew 
himself up, paused and said: 

“I am opposed to all advertising, 
on both philosophical and ethical 


67 


grounds. If advertising were hon- 
est, one could believe it. But since 
all manufacturers claim to have 
the best product, all but one are 
liars. I sincerely believe that cig- 
aret advertising is an insult to all 
the higher instincts of homo sapi- 
ens—and I shall be glad to so 
testify in court. Good day, sir.” 


Wesson Backs ‘Dr. Paul’ 

Wesson Oi] & Snow Drift Sales 
Co., New Orleans, has signed the 
“Dr. Paul” daytime serial over an 
NBC radio net of about 75 sta- 
tions, effective Sept. 3. The 52- 
week contract for the 12:45-1 p. m., 
CDT, show was bought through 
Fitzgerald Advertising Co. The 
West Coast will hear the program 
at 5:45 p.m., CDT. 


Searcy Get Three Accounts 

New accounts for Searcy Ad- 
vertising Agency, Portland, Ore., 
include “Staff” Jennings, marine 
service and sales; Blue Lake Park, 
and Joe Fisher Motors. 


NEGROES SPEND 
$15 BILLION A YEAR! 


DO THEY SPEND IT 
ON YOUR PRODUCTS? 


You can get your share of this vast and 
wealthy market—reach Negroes the way 
they want to be reached—through their 
own Race publications—the ae 
and magazines they welcome into the 
homes and read constantly. Negroes a 
intensely loyal to the advertisers they 

in their own publications five this ma 
ket an urge to buy that they'll respo 
to! Stop overlooking $15 billion—Negrc 
buy what you sell—if they read about 
in their own publications! For full detai 
write Interstate United Newspapers, Inc. 
545 Fifth Ave., N. Y., serving America® 
leading advertisers for over a decade 


ONE EXAMPLE: for « publication that 
the cream of this rich market, you can't 
the New Courier—read by Negroes 
42 states each wee Color comics, magazing 
section, and news section help make it Amefs 
ica's most complete weekly new per. Tell the 
Negro--you'll sell the Negro! Act now! 


* 


“I sell cigarets,” said a pert their new sales programs in our store panels, it's worth while for you! 
young lady, “but I don’t smoke 


and I don’t pay any attention to! 


counter sales . . 


a national campaign. 


figures are current. 


pretest your idea 


% Be sure your idea is going to click . . . 


... across the counter 


If it's good sense for these advertising leaders to have us check 


with real across-the- 


. before you ask Management for approval on 


make your throat sore. Any fool| %e Burgoyne helps you ‘look before you leap" in one or more of 


who was asked to take that Philip these representative test cities. The answers come fast while the 


. new product, new pack- 


“I just don’t believe Philip Mor-| age, new price, new promotion . . . and we will be glad to submit 


ris ads. It’s just a little fantastic 


that everyone should choose Philip 2 proposal tailored to your needs. 


Burgoyne Grocery &y Drug Me dae 


Morris. And I’m not too sure of 
| that Arthur Godfrey person, eith- 
er.” 


e “I don’t like any of them. 
They’re an insult, whether they 
say ‘happy, go Lucky’ or that Camel 


FIRST NATIONAL BANK BUILDING 


CINCINNATI 2 


ee . tee i entoat pia + a +b | ae ~ T oo ee =i 
ee j a ce oa Bay — , ee ae ‘ ap ge ar ge > de + ve 
am 3 : : : “ ee SN Re E sic a me (eo ee a oe 
: : Rat A By Pe . 
ee x by 2 
* = se 
; : : me 
i ee fom — a 2% 
3 ca ceseeeege ‘ Ae & 
2. ay 

—~—- B: SLL legs 

auntie h 4 ‘ ii : * 

pol Fs acy 4 om 
: a omy ; ee Ty : | : % 
ae = t+ # Ss > 4 * x 
: Po ' | & . ? ‘ . 
am ~* eat ts 
: 3 x 
cige 
E eee 
; : : Po 2 : 
o 12 Sy 
‘ 10 “ti 
. 5 ee 
5 et 

: 4 be. 
2 ot. 
11 at 

A ‘ 3 foe dk 
Joo ah 

a az a 

“ae 

a. 

j a. 

x 

x 

“ - - | eo 

a ; / wi ‘De 
———————_—_—__—_——_ a ON, ee RS | Saas pall ee eres 

® i 4 ; - ‘ 3 ee : sane : = ee: > a oad gee es me 4 | ae 

ite gyu~emtecs( 9 @SN a. 

ee ——. ¢ ye! a eet Be oe a ~ Bas 

! i ; FIFTY a FD a eo See | ae 

x. | oe ——  *£ en ik ed F a 

i” a a P- \ or a ty Se 

t i THOUSAND wee PK ONY i 

en gS = Om ¥ S § & eo eee a 

, ve eee ; Te ,; f= (ee rm, | 2a 

of ?? "tN. tee MORE = a pot —a a is ee 

i — : Ba Tate . c ee, ~ 5 wg 
Arcane . ; a - ay 

Pc ae as aR i 2 

. ' \4 ace 

i PEN Oe ay _ <€ ee 

iS % “4 ” a =| . r i pe : wr : we 
ee ih es fe 
i..a a, .~ aie | a ae 

i = / —y 4 <= ee Me z | -% 

| toe —_ =~, at Be — 2 \ } | | 7) 

ss, os a = | Po ie 

ue. . 

a. 

| aR a ee eS 

eS 

ee | Pe pe 

ee 

ee haart | 5 

US: op 

as ‘a 

eek 

eute \2 

~ I Stet 

Ch Corpus’ oie ~. a EEE o. 
Ccromnlulerins fF = 

oe nae — os 

—— ene 

a ans 

TT = Z 

ee: 

a — Oa 

H , iy = : 7 - oR Ae 


ey 


ns 


Coupon Redemption 
Fraud Developing 


into Major Racket 


(Continued from Page 1) 
Bronx grocery’ wholesaler, 
conspiracy in an alleged embez- 
zlement involving resale to retail 
grocers of redeemable coupons is- 
sued by Precter & Gamble. 

An editorial in Independent Gro- 
cer of Aug. 17 declared that “re- 
tailers who bought the stolen cou- 
pons and redeemed them without 
making compensating sales of mer- 
chandise are guilty of felony.” 

Grocer-Graphic said editorially 
in its Aug. 14 issue that “hundreds 


SIGHS OF LONG LIFE" 
FOR QUANTITY BUYERS 
THE ARTKRAFT® SIGN CO. 


ato) STL 


a ee el 


SRNR Se fae EARLS Oe 


for | 


| of thousands of coupons are being 
diverted from their proper desti- 
nation, and the coupon racket is 
getting bigger and more vicious 
every day.” 

The Better Business Bureau of 
New York City has called a special 
meeting for Sept. 6 “to determine 
ways and means to combat or- 
ganized fraud in cashing such re- 
deemable coupons.” 


s In a check of the situation this 
week, AA learned that postal 
authorities are investigating “three 
| or four other cases.” H. B. Monta- 
gue, post office inspector in charge 
of the New York division, told AA 
that coupon frauds are relatively 
recent developments. The Seeman 
; case was the first major one of 
the kind to be investigated by post- 
|al authorities, the inspector said. 
He confirmed the fact that the 
department is investigating sev- 
eral other cases 
At Seeman Bros., AA was told 
that there have been no new de- 
velopments as far as that company 


is concerned. 

Procter & Gamble spokesmen 
refused to discuss the matter in 
which their company is involved, 
beyond confirming that postal 
authorities are taking action. 

In local grocery circles, AA 
learned, there is a trend among 
some grocers to accept coupons 
offered by customers as part pay- 
ment for articles other than those 
for which they are supposed to be 
used, in order to maintain custom- 
er patronage and good will. 

Misuse of coupons, it was said, 
is not always theft. More often 
coupons are used unscrupulously 
by small grocers to help move oth- | 
er merchandise than that for| 
which the coupons were intended. 

Local retail grocers’ associations | 
are cooperating with the Better} 
Business Bureau in fighting abuse 
of coupons 


Bennett to Carl Reimers 

Richard Bennett, New York 
men’s clothier, has appointed Carl 
Reimers Co. as its agency. 


Advertising Age, August 27, 1951 


‘American Hairdresser’ Changes Hands 
During Beauty & Barber Institute Meet 


Cuicaco, Aug. 23—Speculation 
here about the possible sale of 
American Hairdresser to New 
York interests 
was authenti- 
cated yesterday 
to ADVERTISING 
AGE by Joseph 
Byrne, who an- 
nounced he had 
purchased the 
|magazine out- 
right and would 


assume control at 
i} the end of the 
| month. Joseph Byrne 


Mr. Byrne told AA that he had 
completed negotiations with Mac- 
|lean-Hunter Publishing Corp. for 
|transfer of the 74-year-old trade 
| publication, to be henceforth pub- 
lished by American Hairdresser 
Publishing Corp., with offices at 
|70 W. Hubbard St. Maclean has 
| been publisher for more than ten 


” Wher ry SiS 


to sell the Whole market?” 


Ahan, w. 


i Hl ken 


Answer: Most of America’s great brand names. 


“Who needs Both kinds of magazines 


These top companies*— and 380 others — advertise regularly in 


TRUE CONFESSIONS as well as in leaders in the Service field. 


*Armour & Co. International Cellucotton Libby, McNeill & Libby 
Bristol-Myers International Latex National Biscuit Co. 
Colgate-Palmolive-Peet International Silver Procter & Gamble 
Gerber’s Andrew Jergens Revlon Products 
Heinz Johnson & Johnson Swift & Co. 


rue 


-onlessions 


YORK + CHICAGO + DETROIT 


S ANGELES 


Lever Bros. 


Why? Because their products are needed in every kind of home. 


SAN FRANCISCO 


At the newsstands: 
America’s second 
largest selling 


woman’s magazine 


If yours is a “universal product,” you too will find 


TRUE CONFESSIONS a mighty powerful sales partner. 


years. 

No change in policy and ad and 
subscription rates are planned, al- 
though Mr. Byrne said that a cir- 
culation staff will be added to in- 
crease paid circulation, from the 
present 47,006, by about 20,000. 


e Maclean personnel with Ameri- 
can Hairdresser also are being 
moved to the new corporation. 
John D. Murray, advertising man- 
ager, has been appointed president, 
and Ray Martin, eastern ad man- 
ager, has been named executive 
Vv. p. 

New v. p. is Lloyd Gossman, cir- 
culation manager under Maclean, 
and Harry Evans, accountant for 
Beauty Culture Publishing Corp., 
will serve as secretary-treasurer. 
Hazel L. Kozlay will continue as 
editor. 

The former owner of Perfume 
| Journal and Pet Shop, Mr. Byrne 
| currently publishes Barbers Jour- 

nal and Beauty Culture through 
Beauty Culture Publishing Corp., 
New York. 


| Fund Releases Report, 
| Tells Broadcast Plans 


| The Twentieth Century Fund, 
New York, last year spent more 
than $414,000 on 15 research proj- 
ects and various public education 
activities, the annual report shows. 
More than $168,000 was spent dis- 
| seminating its findings to the pub- 
lic through press statements, films 
and filmstrips, radio and TV pro- 
grams and other media. 

The organization will continue 
its radio series, “The People Act,” 
with financing from the Ford 
| Foundation. The new series will be 
heard via CBS (AA, Aug. 13). A 
|TV program on film covering pro- 
| ductivity and defense also is be- 

| ing developed. 


| Maxwell House Moves 

Headquarters of the Maxwell 
House division of General Foods 
has moved to Hoboken, N. J. In- 
cluded in the move are the general 
manager, managers and staffs of 
advertising, accounting, the con- 
troller’s function, and production 
for the division. 


| Johnston to Selvage & Lee 
Arthur T. Johnston, formerly in 
charge of the radio-TV department 

of Hill & Knowlton, has joined the 
| staff of Selvage & Lee, New York 
| public relations counsel. 


It's “TOPS” in its trade 


NOTION & 
NOVELTY REVIEW 


The only publication in this 

field with ABC paid 
circulation. FIRST in volume 
of advertising... FIRST in 
number of advertisers... 
FIRST in coast to coast ABC 
PAID retailer coverage. 


Specialized 
TRADE PUBLICATIONS 
1170 Broadway, N.Y. 1, MU 3-8700 
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Last Minute News Flashes 


Jelke Acts After Pa. Okays Yellow Margarine 

New York, Aug. 24—Following the signing of a bill in Pennsylvania 
today removing color restrictions on the sale of margarine, the Jelke 
Good Luck products division of Lever Bros. Co. began pouring yellow 
margarine into the state by plane, train and truck in an attempt to be 
there first with the most. Good Luck is being introduced with a coupon 
on the back flap of each package, worth 10¢ toward the purchase of any 


‘Salesmen’s Strike 


Ties Up Colgate 
Jersey City Plant 


Jersey City, Aug. 23—A strike 
of salesmen at the huge Colgate- 
Palmolive-Peet Co. factory here, 
involving a picket line of 41 of 


bread product. In addition to three-quarter and full-page ads placed by | the company’s salesmen, has tied 
Batten, Barton, Durstine & Osborn for Good Luck, bakers are schedul-| up business at the various build- 


ing smaller tie-in ads with the promotion. Best Foods Inc. is reported 


ings of the soap company’s plant. 


More’ than 


planning a special promotion also. No information was available at| 1,200 production 
press time from other margarine makers. | workers, in addition to mainten- 


| ance workers, ivers, ware- 
Alling Gets ‘Product Engineering’ Ad Sales Post house. Saas aa ae 


|house operators and construction Ti 


PLAN EXHIBITORS’ MEET—Committee members of a Advisory pacer na New York, Aug. 24—Stanley J. Alling, general manager of the cata-|men, have refused to cross the Le 
in Chicago last week to discuss plans for the 3rd annual conference and trade show |1og service division of McGraw-Hill Publishing Co. since 1947, has| picket line of the striking sales- ‘ 
clinic that the council will hold, starting Oct. 1, in cooperation with the Chicago B & , oy 
Federated Advertising Club end Chicago Industrial Advertising Assn. The two com- | been named advertising sales manager of Product Engineering, effec- | men, members of Local No. 153, re 
mittee members in the foreground ore (I. to r.) C. J. Michael, Crane Co., and R. L. tive Sept. 1. The position has been open for some time. His position in | Office Employes International Un- 3 F 
Zimmerman, Casler, Hempstead & Hanford. Others around the table, in the usual the company’s catalog service division will be filled by Henry T. Lang-| ion, AFL. ae 
order, are J. M. Hannon, International Harvester; M. P. Mathewson, La Salle Hotel; | ham, assistant manager since 1949. The strike started yesterday :. 
Gordon E. Taylor, CFAC president; C. H. Wantz, General Electric X-Ray ond presi- - ‘ . . when negotiations were broken off, a 
dent of Exhibitors’ Advisory Council; Don Poor, Ceco Steel Products; Art Boike, tink Carstairs Ties In with Men s Apparel Makers the union charging that the com- ii 
Belt, and S. J. Fairweather, General Exhibits & Displays. | New York, Aug. 24—Carstairs division of Calvert Distillers Corp.| pany had refused to recognize 3 
ee launch a new campaign Sept. 10 in 250 newspapers in all major| semority rights in layoffs or to af 
azi Publish Cc. S. J. TRENCH markets, to run weekly for 39 weeks. The drive will tie in with manu-| grant a union security clause in a 
Mag ne ers New York, Aug. 22—C. S. John | | facturers of men’s wear, emphasizing “The man who cares says: Car-| proposed contract. 
° , | Stairs.” In addition, Carstairs will use magazines for the first time 
Schedule Meeting of no ae eee with full pages in Collier’s and True. Car cards will appear in 50 mar-|® R. E. Healy, v.p. of the company cs 
: : kets. Men’s wear tie-ins include Kuppenheimer, Society Brand and|in charge of advertising, in reply : 
to Study New Rule jedi + teary Pago sheng oe Stein Bloch suits, McGregor sports wear, Knox and Dobbs hats, Van| to inquiries gave AA a copy of a 
New York, Aug. 23—Members paneer ecintien Heusen shirts, Beau Brummell ties, and After Six formal wear. Lennen | Statement circulated among em- 
. ail : - Mite is Carstairs’ < ner oun . anaes r on & s . rE. , ‘ 
~ a cage Hage neh oo Born in New York, Mr. Trench & Mitchell is Carstairs’ agency for magazines and newspapers. sms a opted bil poh ome 
ublishers wi t) a specia : . , : : ? s ny, @X! 
“ae ae: hie Ohl le 2 Magazines Add Discounts; Other Late News ing the company’s position in the ‘ 
of New York Aug. 30 to see if brief ae Pte Peesernd eneene ttn e Fawcett Publications will increase ad rates on True Confessions and | Strike. ay 
they can clarify provisions of the pono with C. S — er & Co Motion Picture by 10% wtih the March, 1952, issues. True Confessions “On May 29, in a National Labor * 
recently issued. Direction 1, CMP mate’ tochee established re his currently is getting $3,655 per b&w page, and Motion Picture receives | Relations Board election, 31 of the > : 
Regulation 5, issued Aug. 3. father in 1881. After his father’s $1,935. Quantity discounts will be effective in January: four pages a| 41 soap salesmen in these districts : 
The regulation established a def- ‘Gent i tenn Mr Trench “eerancnind year, 5% off; eight pages, 7.5% off; 12 pages, 10% off. voted for representation by AFL : : 
inite procedure for obtaining print-| president of the company. e M. L. Peek, formerly with Ladies’ Home Journal, has been ap- a ea — . | 
ing plates, and — it mandatory since 1902, he had been an edi-| pointed sales manager of Country Gentleman. ee polg nw . _ 
i agencies to cer- : : f says. . 
tha soe ae. The NAMP torial and market news contribu-| @ George H. Gribben, Young & Rubicam, New York, has been named| “On June 7, AFL Local No. 158 as: 
- 4 “f tor to American Metal Market, a| head of the radio and television commercial department. William J.| was certified by the National Lae «ee 
members will attempt to discover business paper published every ‘ ‘ : ' 3 Bs 
what buyers must do in order to business i enn t M ndays It SS SNS HOE OG SUNNS HOMME 48 She Caper, ae ee ee § oN 
7 . si a > ondays. - . sly pornos 2 en i 
conform to the regulation. had been cotabiiehed by his father | @ Jerry Albert, national director of advertising and public relations of tive bargaining representative f : 3 
The regulation, issued primarily j,, 1g82. In 1929, Mr. Trench suc-| United World Films, New York, will leave the company Sept. 1 to these 41 —. —- sey City ig an 
to conserve metal used in photo- ceeded his father as publisher and form Advertising Enterprises, specializing in creative direct mail and ~-4 — ork and Jersey City Giag Je 
engravings, is understood to apply | editor. television productions, at 1133 Broadway. 5 
to all supplies, with the exception His two sons, Charles S. and J.| @ Browne Vintners Co., New York, division of Seagr: ” : ; as 
‘ : : ; , - and J. s Co., , eagram Distillers, has “ , -gotiations w : 
of paper. It nea © publisher, Patrick Trench, are respectively | transferred its Kijafa wine and Celestins-Vichy account to Picard Ad- A ag ag Ay — 
for example, to establish — quota treasurer and secretary of the pub-| vertising Co. Armstrong, Schleifer & Ripin formerly handled Kijafa, — wo >] ~ wee sen —_ hel ‘4 
for supplies based on 120% of the | jishing company, and a brother,| and Charles Jay Co. was the agency for Celestins. union. Twelve meetings were he 53a 
number of dollars actually spent) stewart P. Trench, is a v.p. ; during July and August. Ever; aa 
on supplies in either the calendar | e W. A. Sheaffer Pen Co., Fort Madison, Ia., is embarking on its first] point raised by the union an . 
year of 1950 or the last fiscal year comics book campaign with full-page Skrip writing fluid ads on the| every request that was broug aw 


under which he operated. 

e Orders for photoengravings have 
to be certified as conforming to the 
established quota, under CMP 
Regulation No. 5. In the case of ad- 
vertising agencies ordering plates 
for a client, the agency has to cer- 
tify that the order conforms to the 
client’s quota. Individuals signing | 
or using a rubber stamp to certify | 
an order must be duly authorized | 
in writing to do so. 

Members of the American Photo- 
engravers Assn. are asking cus- 
tomers to use a uniform type of 
certification stating that “the metal 
herein ordered will not be in viola- 
tion of NPA, Order M-65.” 

Some publishers believe that the 
order affects all supplies except 
paper. Others believe wire for 
stapling is excluded also. Still 
others believe, or have been in- 
formed, that wire stapling for 
binding is included in the order. 

The meeting called by NAMP 
for next week is intended to help 
clarify many of the confusing as- 
pects of the order. Non-members of 
NAMP will be welcome at the, 
meeting, Arch Crawford, president, 
said, “as it is to everybody's in-| 
terest to clear up what has to be| 
done.” 


‘Canadian Home Journal’ 
Raises Ad Rates 12% 


EARL E. CLARK 

Cuicaco, Aug. 20—Ear! E. Clark, 
63, Chicago representative of Na- 
tional Transitads, died Aug. 18 at 
Passavant Hospital here. 

Mr. Clark, who was born in Can- 
ada and had lived in Chicago for 
38 years, was formerly sales man- 
ager of the Classified Red Book di- 
vision of Reuben H. Donnelley 
Corp. 


JOHN D. WATSON 

APPLETON, Wis., Aug. 24—Jobn 
D. Watson, 71, v.p. of the Wiscon- 
sin Wire Works and manager of 
the concern, died here yesterday 
after a long illness. Mr. Watson 
had been manager of the firm since 
April, 1904, and was elected v.p. a 
decade ago. 


B. H. MOONEY 

Rome, Ga., Aug. 22—Burgett H. 
Mooney, 72, president of the News 
Publishing Co., here, died yester- 
day after a long illness. He was 
publisher of the Rome News-Trib- 
une, and a former part owner of 
the Times, Gadsden, Ala. 


JOHN RICE REILLY JR. 
Cuicaco, Aug. 22—John Rice 


back covers of 29 magazines. Standard, Archie and National Comics 
Groups are being used in the back-to-school campaign, through Russel 
M. Seeds Co., Chicago. 


e Andy J. Potter, for the past five years in the Hollywood office of 
William Esty Co., has joined the Los Angeles office of Calkins & 
Holden, Carlock, McClinton & Smith, as director of its radio and TV 
department. The agency has been appointed to handle the account 
of California Central Airlines. Newspapers and radio will be used in 
San Francisco, Oakland, Los Angeles and San Diego, and television in 
Los Angeles. 


Harold Fellows 

Outlines NARTB’s 

Expansion Program 
ROANOKE, Va., Aug. 23—In his 


first appearance before a district 
meeting of broadcasters, Harold 


continuation of broadcasts, “a 
source of revenue for approxi- 
mately 1,400 stations.” 

About 300 radio executives at- 
tended the njeeting. 


Tallamy Seeks Ban on Outdoor 
Boards Along N. Y. Thruway 


Reilly Jr., 37, sales manager of the | 
South Wind automotive heating di- 


|vision of Stewart-Warner Corp., 


died Aug. 19 in Evanston Hospital. 


Fellows, new president of the Na- 
tional Assn. of Radio & Television 
Broadcasters, promised NARTB’s 
District 4 today “a trade associa- 
tion to render infinitely greater 
services than ever before.” 

Among the innovations, Mr. Fel- 
lows said, would be a monthly 
transcription series “for the basic 
purpose of employing radio to sell 
radio.” 

One side of each transcription 
will contain a forum-type talk 
about radio, featuring top names in 
broadcasting, government and bus- 
iness, in an effort “to place be- 
fore the public the true dimensions 
of radio—its impact, low cost of 


Legislation which would ban 
or control outdoor boards along 
the 535-mile New York-to-Buf- 
falo Thruway, now under con- 
struction, will be sought by Ber- 
tram D. Tallamy, chairman of the 
State Thruway Authority. Mr. Tal- 
lamy said his group has been at- 
tempting to control outdoor post- 
ers by acquiring rights of way 
1,000’ wide on each side of the 
expressway. 

Obtaining this amount of land 
in built-up areas has proved dif- 
ficult, he said, adding that some 
kind of legislation against outdoor | 
advertising thus appeared neces- 
sary. 


‘House Beautiful’ Rates Up 


forth was discussed thoroughly = 
at considerable length. 

“The union broke off negotia 
tions on Aug. 15, but at the eating 
of the union negotiations were ree 
sumed Aug. 17 and were continued 
on Aug. 20, at which time the une 
ion again broke off negctiation: 
The company did not break oft 
negotiations at any time. 

“The strike by these soap sales- 
men is over the issue of requiring 
retail soap salesmen to become 
members of the union as a condi- 
tion of permanent employment as 
salesmen with the company. It is 
the company’s firm conviction that 
this requirement would be detri- 
mental to the sales organization 
and also to the company, by plac- 
ing it at a competitive disadvan- 
tage. 


es “It is the company's hope that 
this action on the part of the sales- 
men’s union will not upset the 
traditionally fine relationship that 
has existed over a great many 
years between the company and 
its employes.” 

At the union office, AA was told 
that no officials were available to 
issue a statement on the strike sit- 
| uation. 


| Honeywell Names Haviland 


Fred R. Haviland Jr., formerly 
with Stewart, Dougall & Associates, 


advertising, reliability of news . : has joined Minneapolis-Honeywell as 
Effective with the March, 1952, L PhS 8 ae es House Beautiful, published by| Regulator Co. as interpreter of ee 
| Luedke Leaves Lever Bros. variety of entertainment, public ce i eccne i s - a ous a. & pea. - ‘ cee 
Hat pene Jounal Toronto, wil| William 3. Luedke has resigned sevice” The other, side would nnounced rate. changes effecive research ‘dinecior of Footer Cone 
-] based on 375,000 vo pom ~ RK gg Fry B contain audience-building spots. in PS which = — the & Belding, Chicago, before joining 
culation, an increase of 4.2%, for S cost of a w page from $3,000 to Stewart 
ag Ny Rg RR es ah el emo lie fiend bE ltt Dl aegnel synod | yo Yo pen Pome : 
. In addition, shin er s ~ continue negotiations with major . 2ur-color page will move ie 
will necessitate a general increase | dising board of N. W. Ayer & Son, 3.4 minor ene necshelt reseed from $4,400 to $4,700. The maga- Emerson Appoints Getschal vad 


of approximately 8% in the over- 
all rate structure, bringing the rate 
hike to 12%. Continuity discounts 
will be allowed for certain com- 
binations or number of issues. 


Philadelphia. Before joining Lever 
in 1948, Mr. Luedke was v.p. in 
charge of advertising and sales 
promotion for the O-Cedar Corp., 
Chicago. 


toward a solution of the “baseball 
situation.” He said a meeting with 
baseball officials is planned next 
month in the hope of assuring a 


zine says that although its rates 
are based on a 525,000 guarantee, 
its plan “is to deliver an annual 


average net paid circulation of ap- 
proximately 575,000 to 600,000.” 


Emerson Radio & Phonograph 
Corp., New York, has shifted its 
account from Foote, Cone & Beld- 
ing to Getschal & Richard, New 
York. 
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: WHY THE Aeoower 
| SELLS MORE 10 me: 


MULTI-BILLION DOLLAR 
TEXTILE INDUSTRY 
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IGA Celebrates Its 


25th Anniversary; 


Group's Sales Second Only to A&P 


Sales of All Voluntary 
Food Groups in 1950 
Were Nearly $9 Billion 


Cuicaco, Aug. 22—Independent 
Grocers’ -Alliance of America, the 
nation’s largest voluntary food 
store group, will mark its 25th an- 
niversary with a week-long silver 
jubilee celebration at the Waldorf- 
Astoria Hotel, New York, starting 
Sunday 

Since it was formed in 1926 by 
J. Frank Grimes, who still heads 
the organization, IGA has grown 
from a group of 11 wholesalers and 
600 retailers to a network of 99 
wholesaiers and nearly 10,000 re- 
tailers, who last year racked up 
sales of $1.7 billion worth of gro- 


ANOTHER 
NOTABLE. FIRST 


For the St. Petersburg 
TIMES ... In Florida's 
Fastest Growing Market 


For the 12 months ending 
March 31, Sunday circulation 
‘of the Times averaged MORE 
THAN 50,000 . . . FIRST TIME 
to pass this important figure. 

Daily circulation average is 
UP to a whopping 45,354. 

These figures represent 
MORE THAN 10% GAIN in 
ONE YEAR. Added to our 
splendid growth of previous 
years they are further proof 
that the Times is the READER'S 
paper. 


ST. PETERSBURG - FLORIDA 


~ TIMES -~ 


Represented by 
Theis & Simpson Co., Inc. 


New York * Detroit « Chicago + Atlanta 
V. J. Obenaver Jr. in Jacksonville, Fla. 


|ceries. (A&P sales last year were 
$3.18 billion; Safeway Stores, $1.2 
billion. These two are the largest 
volume food chains.) 

At the close of World War II 
IGA had approximately 9,000 
stores with an estimated annual 
sales volume of $900,000,000. 

Approximately 5,000 of IGA’s 
stores are fully affiliated with the 
parent organization, while some 
4,700 are classed as cooperating 
stores. Both groups carry IGA 
foods, but the full affiliates also 
must (1) pay a nominal monthly 
membership fee ($5.75); (2) agree 
to pay their pro rata share of any 
advertising or promotional cam- 
paigns conducted by IGA head- 
quarters; (3) display the standard 
IGA sign, which they purchase 
from IGA, and (4) abide by other 
stipulations set up by IGA. 


e Since the first independently 
owned retailers banded together 
in the early 1920s into either co- 
operative or jobber-sponsored vol- 
untary groups, in an effort to 
match the mass buying power of 
the burgeoning chain food stores, 
the growth of these groups has 
been little less than phenomenal. 

In 1950, voluntary and coopera- 
tive groups had sales of $8.9 bil- 
lion, as compared with $10.2 bil- 
lion for chain food stores (those 
operating four or more units) and 
$8.1 billion for unaffiliated stores, 
according to an annual survey con- 
ducted by Progressive Grocer. 

This sales breakdown does not 
include the $5.7 billion in sales 
recorded by outlets listed as spe- 
cialty food stores in the survey. 

Progressive Grocer’ estimates 
that there are 122,000 voluntary 
and cooperative food stores in the 
country; 253,000 unaffiliated food 
stores; 25,700 chain stores and 114,- 
200 specialty food stores 


s In most respects, stores affili- 
ated with voluntary or cooperative 


groups did slightly better than un- | 


affiliated stores in 1950, Progres- 
sive Grocer found. 

“About 66% of them had sales 
increases, compared with 60% of 
unaffiliated stores [and] affiliated 
stores also had _ slightly 
gains. Over 55% of the stores par- 


BECAUSE IT IS... 


4=- 


An annual Vote 


Jst IN HOME DELIVERY — 38.5% 


Assurance of long reading time by top executives 


IN RENEWALS -—7401%* 


Guaranteed stable continuing audiences 


IN 1-YEAR SUBSCRIPTIONS —73.1%* 


of confdence—"no deadwood 


IN DIRECT MAIL SUBSCRIPTIONS-64.2%* 


Proof of a large voluntary subscriber group 


IN THE MINDS OF TOP TEXTILE MEN 


Men who have the BUY W 


ORD read it—and lhe it 


larger | 


SET PROGRAM PLANS—John Patt, seated, right, president of Station KMPC, Los 

Angeles (as well as WJR, Detroit, and WGAR, Cleveland), and Gordon Gray, left, 

the station's eastern representative, listen to Robert O. Reynolds, v.p. and general 

manager, outline program plans. Standing are Charles Cowling, national sales man- 

ager, and Tom Frandsen, local sales manager. Mr. Patt and Mr. Gray, who is setting 

up a New York office to handle sales for all three stations, were in Los Angeles 
recently on a survey of current radio activities in the West, 


ticipating in the survey were 
members of voluntary-coopera- 
tive groups, and they were evenly 
divided between cooperatives and 
jobber-sponsored groups... 

“Affiliated stores averaged sales 
of $165,346 and unaffiliated $147,- 
827. Several new, fast-growing 
groups of large stores with aggres- 
sive promotion and merchandising 
programs came into being in the 
past two years. 


'g “When good volume independ- 
ents coordinate their buying and 
promotion activities they invari- 
ably roll up substantial gains, and 
these groups have been a sizable 
factor in stopping the chains’ post- 
war rush,” Progressive Grocer re- 
ported. 

IGA supervises its network of 
stores from headquarters in Chi- 
cago, staffed by about 75 persons. 
This office plans and prepares all 
advertising and merchandising 
promotions, with the exception of 
|some campaigns with manufac- 
turers that are worked out on an 


| individual basis by IGA whole- 


salers. 
The group’s 1950 ad promotion 
expenditure was approximately 


$3,000,000, and most of the funds 
came from the organization’s 5,- 
000 fully affiliated stores. 


@ In addition to developing adver- 
tising and merchandising promo- 
tions, the parent organization also 


maintains the following depart- 
ments: 
1. Store engineering, to assist 


retailers in laying out and design- 
ing their stores and fixtures. 

2. Store supervision, which sends 
out “trouble-shooters” (usually at 
the retailer’s or wholesaler’s re- 
quest) to help stores with any 
problems. This department also 
checks to see that fully affiliated 


stores make proper use of promo- | 


tional material and maintain oth- 
er standards set by IGA. 

3. Store installation, which pur- 
chases and supervises installation 
of any equipment or fixtures re- 
quested by retailers. Standardiz- 
ing and centralizing the purchase 
of these items saves retailers 
money, IGA says. 


ein addition to campaigns 
worked out with individual whole- 
salers and regional groups of re- 
tailers, IGA headquarters conducts 
eight nationwide promotions every 
year, which are variously desig- 
nated as “bonus days,” “celebrity 
days,” etc, in which all wholesal- 
ers and fully affiliated stores par- 
ticipate. 

IGA also works out cooperative 
promotions with large food manu- 
facturers, suggesting to the manu- 
facturer that it schedule an ad, for 
example, in Life, and IGA will get 
its members to promote the item 
through its retailers’ newspaper 
advertising, handbills, and in-store 

| promotions. 


IGA expanded its operations into 
Canada early this year when it 
assigned a wholesale franchise to 
Oshawa Wholesale Co., Oshawa, 
Ont. The first retail stores opened 
about April 1 and there are be- 
tween 90 and 100 now in opera- 
tion. Eventually Oshawa expects 
to have 300-400 retail outlets with- 
in a radius of about 100 miles 
from Toronto, and future plans 
call for extension of IGA through- 
out Canada. 


e Another potent organization in 
the food merchandising field is Na- 
tional Retailer-Owned Grocers 


Inc., which, with its service or-| 


ganization, Cooperative Food Dis- 
tributors of America, was formed 
in 1934 by several retailer groups 
interested in cutting costs by cen- 
tralizing food buying and ware- 
housing activities. 

To become a member of NROG 
a retailer must first join a re- 
tailer group that is a member of 
the organization. Currently NROG 
boasts 23,000 individual retailer 
members, all of whom belong to 
one or another of 98 retailer mem- 
ber groups. 

These 23,000 retailers had total 
sales “in excess of $5 billion” in 
1950, NROG estimates. 

NROG members operate 115 
warehouses across the country, 
which stock foods bearing such 
NROG brand names as Surefine, 
Isle of Gold and Tastewell. Al- 
though these products are avail- 
able to all NROG members, there 
is no requirement to buy. 

Retailer group members of 


NROG actually own the merchan- |} 


dise that is stocked in NROG ware- 
houses. Each group hires a man- 
ager to handle the purchase and 
warehousing of food items it wants. 


@ Four warehouses in California 
alone accounted for $300,000,000 
worth of business last year, NROG 
reports, and one—Certified Gro- 
cers of California, Los Angeles— 
accounted for $125,000,000. 

NROG conducts merchandising 
and advertising campaigns in co- 
operation with (and usually at 
the request of) food manufactur- 
ers. The association works to in- 
terest its retailer group members 
in a promotion, who in turn work 
out programs with individual re- 
tailer members, using the usual 
per-case discount and advertising 
allowance incentives. 


@ The organization also does a 
certain amount of promotion for 
food manufacturers that advertise 
in its monthly publication, Co- 
operative Merchandiser, and in 
the case of a new item on which 
a manufacturer has prepared a 
merchandising kit or brochure 
NROG takes orders from ware- 
houses that want quantities to 
supply to retailers. 

When NROG started it had one 
central buying office, located in 
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Chicago. Three years ago it de- 
cided to decentralize its opera- 
tions and set up three regional 
buying corporations—Central divi- 
sion, Eastern division, and Pacific 
Mercantile division. 

This new buying setup has led 
to considerable savings, NROG re- 
ports, principally because its mem- 
ber stores in the three different 
sections of the country have bas- 
ically different operations which 
call for different buying methods. 


@ Another large voluntary food 
store, also with headquarters in 
Chicago, is Red & White Corp., 
which is celebrating its 30th an- 
niversary this year (AA, May 7). 

Red & White has some 8,500 
member stores in the U. S. and 
Canada whose estimated combined 
sales volume last year was in ex- 
cess of $1 billion. They spent an 
estimated $1,500,000 during the 
year for newspaper, radio, tele- 

| vision and handbill advertising in 
the U.S. alone. 

| The company 
wholesalers, who 
wholesale grocery 
| the two countries. 
| Like most voluntary and cooper- 
ative groups, Red & White head- 
quarters works out advertising, 
merchandising and sales promo- 
; tional plans in cooperation with 
wholesalers and suppliers. 

A weekly merchandising sched- 
ule, supported by a newspaper mat 
service, is furnished to wholesal- 

|ers by the parent company. In ad- 
| dition, two types of point of sale 
kits are used by Red & White. 


has 51 parent 
operate 119 
companies in 


e In the first kit the wholesaler 
every week gets a quantity of dis- 
play material. These kits are 
| printed and financed locally by 
member stores and wholesalers. 

The second type kit is sent out 
six times a year, to coincide with 
national Red & White sales. These 
kits, some containing as many as 
100 pieces, are prepared by the 
national organization. 

Red & White also has working 
agreements with several national 
advertisers, and ties in their na- 
tional promotion material with its 
own display material every four or 
five weeks. 

To alert wholesalers to coming 
promotional material, Red & 
White sends them a monthly ad 
bulletin advising what material is 
to be sent to them that can be used 
to tie in with the over-all pro- 
motion of national brands. 


s For special occasions, like grand 
openings, unusual sales, etc., the 
parent company will schedule spe- 
cial institutional newspaper ads, 
work up radio scripts, etc. 

All Red & White stores agree 
to abide by certain over-all prin- 
ciples. These include (1) modern- 
izing store front and interior; (2) 
setting up store for complete self- 
service operation, and (3) dis- 
playing the standard Red & White 
sign. 

Red & White has added 1,936 
new stores since the close of World 
War II, and plans to open another 
200 before the year is ended. To 
meet Red & White requirements, 
a supermarket must have 4,000 
| Square feet of floor space and a 
minimum 20-car parking area. 


Introducing New Products 
Product Engineering Co., Port- 
land, Ore., will promote its new 
Sturdi-Bilt toy trucks and West- 
erner repeat cap guns nationally 
during the Christmas season. Its 
Lyon’s speedometer lock for rented 
cars is being advertised in trans- 
portation magazines. Searcy Ad- 
vertising Agency has the account. 


Breuer to Grimm & Craigle 

Breuer Electric Mfg. Co., Chi- 
cago, has appointed Grimm & Crai- 
gle, Chicago, to handle advertising 
of its Tornado industrial vacuum 
cleaners, floor machines and blow- 
ers. Business papers and trade 
publications will be used. Allan 
Marin & Associates is the former 
agency. 
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Magazines, TV 
Lead Media in 
1951 Ad Gains 


(Continued from Page 1) 
Significantly, only magazines and 
network television showed a gain, 
magazines advancing $1,416,252 
(1.6%) while network TV gained 
$30,315,000 (280%). 

The leader among advertisers 
in the first six months (a list of 
the top 100 appears on this page) 
was Procter & Gamble Co., peren- 
nial champ. General Foods was 
second, just as it was in the same 
period of 1950. 

Colgate-Palmolive-Peet, how- 
ever, moved from sixth place to 
third, while General Motors, Lever 
Bros. and General Mills each 
moved down one position to make 
room for C-P-P. Sterling Drug re- 
mained in seventh place, Campbell 
Soup dropped from the first ten, 
with Liggett & Myers taking over 
the eighth spot, and American To- 
bacco and R. J. Reynolds retained 
their ninth and tenth positions. 


es These are new companies in the 
top 100 advertisers (and their 
rankings): Hunt Foods (47); Mars 
Inc. (48); S. C. Johnson & Son 
(51); Anchor-Hocking Glass (53); 
Bymart Inc. (61); Borg-Warner 
(70); Pet Milk (75); Rexall Drug 
(76); Kaiser-Frazer (77); Stand- 
ard Oil (Ind.) (78); Best Foods 
(79); Standard Brands (80); In- 
ternational Latex (81); E. R. 
Squibb (83); Motorola (87); 
Stokely-Van Camp (90); Canada 
Dry (96); Simmons Co. (99). 
Companies which dropped out 
of the circle included International 
Harvester; Studebaker; Pepsi-Cola; 
Wm. R. Warner; Radio-Keith-Or- 
pheum; Ralston Purina; Gold Seal; 


Lehn & Fink; Socony-Vacuum;! 


Ronson Art Metal Works; Electric 
Companies Advertising Program; 


Pyridium Corp.; Champion Spark | yy 


Plug; Singer Mfg. Co.; Brown & 
Williamsen; American Federation 
of Labor; Green Giant Co.; Inter- 
national Shoe. Of these, Interna- 
tional had the highest previous 
ranking, 53rd in the top adver- 
tisers of the first half of 1950. 


s Of the top ten advertisers, seven 


Sheffield Tube V. P. 


T. C. Sheffield, Pacifie Coast man- 


ager, has been made first vice presi- | 


dent of The Sheffield Tube Corpora- 
tion, home offices, New London, Conn. 
Getting ahead in business like Mr. 
Sheffield are thousands of regular Wall 
Street Journal readers throughout the 
nation—executives and their aides who 
make or influence decisions on plan- 
ning, production, selling and buying. 


(ADVERTISEMENT ) 


THE LEADING NATIONAL ADVERTISERS 


A RANKING OF 100 COMPANIES BY TOTAL MAGAZINE ADVERTISING 
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Swank Boosts Press. Destino 
Tom Press, New York district 
sales manager of Swank Inc., At- 


EXPENDITURES FOR THE FIRST SIX MONTHS OF 1951 tle boro, Mass., manufacturer of 
men’s accessories, has been pro- 
semen i Total aero | Nowpager ners a moted to general sales manager, 
| Expenditure “General — _ it a | Sect.ons Rado Television 
Procter & Gamble oe. .... 4 $29,425,286 $3,592,551 $203,433 $3,795,984 $2,103,115 | $10,479,490 | $3,046,697 
General Foods Cor 10,982,532 2,894,054 591,409 1,076,386 | 4,192,534 | 
Coigate-Paimotiwe- Peet Co. 8,234,382 81,650 1,875,092 2.885, 462 
General Motors Corp. 6,990,376 488 598 635.204 j 
Lever Brothers Co. | 6,602,584 4,150 1,174,570 | 
General Mil Inc 6,034,292 115,409 694.200 | 8 | 
Sterling Drug, Inc | 5,648,772 72,472 635,601 | 
Liggett & Wye Tanace © Co | 5,497,869 | | 
American Toba 5,460,109 850 905,530 | 1.156.517 
Reynolds, R. J,  ebace o Co 5,383,543 176,160 138,200 | | 2 185,460 
General Electric Co | 5,374,446 342,400 182 498 664 87 
Campbell Soup Cc } 5,042 880 97,500 | 329 895 
National Dairy Products Corp 4,324,169 485 264 2 
American Home Products Corp | 4,185,302 8,324 229.869 | | i 
Swift & Co. | 4,130,422 100,359 413,665 18 
Miles Labs., Inc 4,000,434 18 498 19409 | | 2 
Chrysier Corp 3,946,604 224,035 28,620 | | oe ) 
Loriiard, P. & Co. ore 4 | aie | | 308 
Pillsbury Mills, Inc 3,672.27 40 555,380 | 225 . 
Gillette Safety Razor Co. 3,548,553 | 539 49,625 352.950 | 2 Ralph Destino Tom Press 
Morris, Philip, & Co., Ltd., Inc 3.334 247 23 250 1,500 | 661,32 
Ford Motor Co 3,283,316 599.793 98,810 61,285 | |} 1,523.42 . : 
Kellogg Co 3,261,701 | 680.613 90.534 566.130 | | $219; Succeeding Howard O. Woods, re- 
er sto ~Miyers Co ‘ 7 3.212 179 1,483,436 126,360 85 | ax signed. Ralph Destino, special rep- 
Stillers — seagram ol 41.40) | | 436 _ . 
Philco Corp. wae 2,658,629 701.602 26 010 202,650 | 2) 0a5 resentative 4 we! ~ has 
Quaker Oats Co 2,603,081 5,28 92,545 173,040 11 7” been given iti ssign- 
Goodyear Tire & Rubber Co 2.393.263 | 1,601,051 197,065 25.035 | } 309 ~ g ¢ ened Pn atonal & sign 
Radio Corp. of America 2,378.1 599,618 | 28 321 | 5439 ment of analyzing the company's 
Armour & Co 2,32 670,635 16,075 | 417,475 265 47 * oti iciac 
rev AL Te seoee | a7 A79 | 265,470 marketing policies. 
American Telephone & Telegraph Co 2,05 | 1,495,883 129,149 | | 
0 1991 | 671,277 | 36 854 142,343 | 
1 | 1,081 836 46,800 | 74615 587 
1,78 1,581,971 | 110,216 | 9,251 | 
veo 1 740/230 187.438 | 184.495 | | 
US. Gover ment 1,7 | 59% 610 68,350 205,850 | 
Texas 17 | 773,266 138,210 | | 
National Distillers frotects Corp 1 | 1,633,976 | | 
Jergens, Andrew, 1,652,081 | 867,43 43,010 130.774 305,597 | 
Schlitz, Joseph, had Co 1,550,683 | 577,860 } 431,236 | 
Pabst Brewing Co. 550,05 295.974 | 727 883 
Admiral Corp 1,536,342 610,839 13,305 | | 247,420 | 68 249 
Coca-Cola Co 1,526,937 732,120 | ) | 22 750,572 
Nash-Kelvinator Corp 1.456.979 918,289 56,455 | 
Firestone Te, & Rubber Co 1,456,941 59.878 150,125 | | | 397,938 
Hunt s 1,438,411 448,036 | 109,100 | 
Mars, Inc 1,415,420 162 395 } | 946,304 | 
Lambert Co. 1,414,471 1,190,898 49,550 | 174,023 } 
International Crttec cotton “ao ts Co 1,358,6% 952,251 | | 406 445 } 
Johnson 1,337,389 916.154 30,300 | 257,555 | 
12881053 95,741 | 115,999 | 669,142 
ass Corp 1,253,288 10.065 
1.251.585 471.410 110,855 | | 669, 520 
' , Co 1,212,602 133,658 | | 955,764 
r 1,184,709 615,350 | } 233,809 
Goos Co., The 1,183,533 763,631 124,912 : 
rnatvor 1,137,248 109 409 26,346 143,160 | 677,428 645 Z 
Du Pont de Nemours, E. 1, & Co., Inc 1,129,571 556,778 68 098 83,900 420 795 . * . 
International Silver Co 1109/9021 1,082,167 67,154 | | 580 it's "TOPS" in its trode’ 
} Bymart Inc 1,106,780 110,860 | 10,860 | 126,000 | 267,055 | 602 8¢ 
aper Co 1,093,401 873.015 | 873,015 | 220,386 | 
the ebrough Manufacturing Co 1,055,120 223.775 | | 223,775 461,370 369.9 
Corn s Refining Co. 1,054,225 454.415 | 35,915 | 490,330 273,925 289.9 
Walker, Hi Gooderham & Worts, Ltd 1,049,347 1,049,347 | j 1,099,347 
Borden Co. The 1.045.999 768 047 7,275 775,322 63,287 ! 2 ? 
udential Insurance Co. of America 1.028.119 253,870 7,685 261.555 | 700.414 | 
Cluet t, Peabody & Co., Inc 1.015.621 | 893,598 894 598 | | 
tric Auto-Lite Co. 977,809 | 197.977 $50 227.527 498 492 
Bors Warner Corp 947,208 624,163 43,870 668 033 
nm Co 929,609 73,127 | 73,127 | 80.029 | 776.453 | 
es fornia Packing Corp 920 ar} | 920 a77_| | 920 477 | | : 
Pond’s Extract Co 918,585 | 662,901 | | 662,901 255.684 . Z 
Block Drug Co., Inc. 911815 | 215,542 | 12,450 227.992 141,665 | 10.393 | 231.765 The business magazine 
Pet Milk Co 73, 8% | | 625.648 248 
Rexall Drug, Inc 866.669 | 354,053 | 52,250 406 308 | 460 361 . of action... advance new$ 
Karser-Frazer Cor 854 286 549.276 | 33,645 582.921 | ! 3 +s 
Standard Oil Co. ‘of Indiana 853,794 950 39,870 40 820 726,679 on merchandising, 
Best Foods, Inc 851,082 307,954 | 4.125 | 312,079 203 8 3 
Standard Brands, Inc 848,193 469,198 | 75,715 | 544,863 | 146 9 marketing and promotion 
International Later, Cor 840,372 569,135 | 569,135 33.82 : 
Doubleday & Co 4 824511 325 118 | } 325,118 2 sir | 9382 . to boost volume 
Squibd, ER, & ‘Som 820,19: 37,950 331,828 925 149,439 
Babwiti, 6. 819.732 | 2628 | 2628 | | dees at the point of sale! 
Great Atlantic & "Pacific Tea Co. of America 818.917 | 726822 | 14,275 741,097 77,820 
Wildroot C 814,436 | 3,888 2,325 26.213 119,495 397.82 
Motorola, Inc 810,869 $27,535 42,570 $70,105 
vif Oil Corp 810,787 208. 380 20,950 | 229,330 i 313,122 
| Ca Mills Co 10,640 | 683,389 71,670 755.059 555 
Stokely-Van Camp, Inc 808,941 | 330 %1 | 330 %1 477,98 
Hormel, George A., & Co 788,419 | 349,162 6,650 | 355.812 121,474 311,133 
Eastman Kodak Co. 787,907 j 787,907 | 37,907 | 
Heinz, H. J., Co 781,212 | 314,549 4549 | | 466 663 . . 
Jobns-Manville Corp 780,393 118,279 26,840 19 | | 635,274 Specialized 
Libby, McNeill & Lil 773.846 626 531 ; 147,315 ; 
Canada Ory Ginger Ale, Inc 768,351 464,33 4o | 33,967 | 200 
Sherwin-Williams ; 748,649 | 65,589 36.935 70 | 26,125 | oe TRADE PUBLICATIONS 
Metropolitan Life Insurance Co 5, 0 532,010 ' 213,968 
Simmons Co | 745 258 511.873 29,700 541573 | 86.820 | 6.86 adw a 
Cudahy Packing Co., The | 741,267 4,493 5,585 290,078 | 152,194 | 298.995 - " 1170 Bro ay, N. Y. 1, MU 3 8700 
| | | 
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increased their expenditures in the 
PIB-measured media. Among those 
that did, Procter & Gamble and 
Colgate stand out. P&G boosted 
its expenditure to $19,425,285 for 
the first half of this year com- 
pared with $13,968,573 in ’50; Col- 
gate raised its expenditure to $8,- 
234,382 from $5,879,886. 

On the other hand, General Mo- 
tors, General Mills and Lever all 
spent less, with General Motors’ 
cut amounting to more than $2,- 
000,000. 

Leading National Advertisers is 
now distributing “National Adver- 
tising Investments in 1951, First 
Six Months.” The current book— 
this is the third year in which 
mid-year expenditures have been 
analyzed—summarizes the expen- 
| ditures of 1,629 advertisers on 4,- 
443 products and services. 


s Media totals for 1,629 adver- 


tisers listed, for the first six 

months of 1951, are: 

Magazines 403,891 

Network radio 95,453,605 

Network TV . : 55,055,611 

New spaper sections a 30,060 ,063 
To “$405, 973,170 


Copies ‘of the ‘report are being 
sent to all companies listed in it, 
to agency subscribers to LNA’s 
| bound volume PIB reports, and a 
limited number of copies are avail- 
able through LNA for other adver- 
tisers and agencies. 

The report does not include fig- 
ures for newspaper advertising, 


| which are gathered by Media Rec- | 


‘been promoted to the newly cre- 


ords Inc. and the Bureau of Ad- 
vertising of the American News- 
paper Publishers Assn. The news- 
paper expenditures for 1950 were 
published in AA June 25. No 1951 
figures are available yet. 


WXYZ Boosts Neal, Morgan 
to Sales, Advertising Posts 


Hal Neal, director of advertis- 
ing, sales promotion and publicity 
of Station WXYZ, Detroit, has 


Hal Neal William Morgon 
ated post of assistant radio sales 
manager. 

William Morgan, radio-TV an- 
nouncer of WXYZ, succeeds to Mr. 
Neal’s former duties. 


Dan River Names Armstrong 
Robert W. Armstrong has been 
appointed assistant general adver- 
tising and sales promotion manager 
of Dan River Mills, New York. He 
was formerly administrative as- 
sistant to the general styling and 
product development manager. 


Bottle turns around slowly and continuously. 


stors sporkle intermittently os 


lettering changes color. 


Shode turns oround 
slowly and continu- 
ously. Stars sporkle 
intermittently in the 
lettering 


W Heoat-Rotor revolves to produce all motion 

W Less expensive, more effective than fluorescent 

% For counter or bock-bar display 

® Full colorplastic replica of your product or trademork 
fe Heavily embossed and formed, brilliantly colored 

% Non-breakable. Constructed for long life 

®% Makes attractive display with light on or off 

® No installation necessary just plug in 

® Priced low in quantity production 


Write for full 
information & prices 
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PLASTIC SERVICE CO. 
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Nothing changes a woman's mind like the 


magazine that shows her HOW 


oON hundreds of thousands of women will plan 
S sweeping changes in their entire bedrooms . . . 
with the announcement of the “My Bedroom” 
Contest in September Mc Call's. 


These women will search ads and shop stores for 
ideas and advice . . . start a flood of requests for 
manutacturers’ literature. (Hundreds of thousands 
of these requests were received by manufacturers 
during the past two Mc Call’s Contests). Many of 
these women will become deeply and permanently 
dissatisfied with the draperies, wallpaper, rugs, 
beds, chairs they now own. 


The “My Bedroom” Contest will last four 
months, It’s just another example of McCall's 
constant effort to add another dimension to adver- 
tising—to bridge the gap between advertising and 
sales. And another good reason to be in Mc Call's. 


QUICK FACTS ABOUT McCALL’S 
% Now over 4,000,000 circulation. 


% Biggest gain in total circulation of any top 
magazine. 


%& The only newsstand gain of standard page- 
size women's service magazines. 


MeCalls 


CIRCULATION 
OVER 
4,000,000 
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